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Rough Proofs 


Gabby Hartnett got his new job | 
in time to make the current | 
sers of Chesterfield cigarettes | 
k like a nice piece of timing. 
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The commercial laundries are out 
to prove that they can do the family | 
wash cheaper than the housewife 

n. But haven’t the electric washer | 
people convinced her that doing it 
their way is just a bit of light recre- 
ation? , | 


7. w 


The only people who never have 
to argue laundry costs with the cus- 
tomers are the public benefactors 
who have assumed responsibility for 
haby’s didies. 


v v v 
These Californians make long | 
jumps with apparent ease. Douglas | 


Corrigan landed in Ireland without 
eyen getting his feet wet, and Don} 
Francisco is going all the way from 
San Francisco to New York in one 
hop. 

v 
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That double-everything idea is 
taking hold fast. Wrigley has been 
putting it over for chewing gum, 
and now Libby-Owens-Ford shows 
how nice it would be to have a dou- 
ble overcoat of window-panes. 


, 322 


“Dash of sex appeal helps Scholl 
copy.”—Advertising Age. 

Believe it or not, a guy or gal 
with a sore corn isn't interested in 
sex. 

v 


lof Agriculture officials regarding 
adoption of the import regulations 
effective under the old act for the 


| become new because of the newness 


v v 


Speech-making by tried and tested 
orators at 7 a. m. 
rated in New York, proving once 
more that advertising men can really 
take it. 

vey 

Adding an advertising talk-fest at 
an hour when night-watchmen are 
calling it a day may have been due 
to the pronounced lack of conversa- 
tion which has always been the big 
handicap of this business. 
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A brewer has equipped his bottle 
with a zipper cap, so that hereafter 
no joyful occasion need be saddened 
because everybody forgot to bring a 

ttle-opener. 
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tudget uplift to mark fall corset 
drives.” 
Since when did they start calling 
a budget? 


= = 


The big mail-order houses have 

(d-cided to cut out those nice, friendly 

litle chats signed by the president 

ich used to adorn the front covers 

of their cathlogs. Some other fel- 
is doing-it so much better. 

’ 
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Safety campaigns are finally mak- 
if a dent in the accident rate, but | 
forget that the hospitals are | 
taking care of plenty of emer- 


Feney cases, 


i Ae 


eenbelt’s co-operative stores are 
‘ing a profit, it is reported. Any- 
who can show a profit nowadays 
litled to front-page position. 


Cory Cur, 


has been inaugu-| 


FIRST DECREE 
ISPROMULGATED 
UNDER DRUG ACT 


Former Export R Rules May Be 
Continued 


Washington, D. C., July 27.—Regu- 
lations covering sections of the new 
Food, Drug and Cosmetic Act which 
are immediately effective, principally 
201(p), 505 and 702(b) have been 
promulgated by the Department of 
Agriculture through M. L. Wilson, 
Acting Secretary. Because of the 


need for speed, no hearings were 
held. 
Meanwhile, the Secretary of the 


Treasury, approached by Department 


new, indicated that he has no major 
objections to such a plan. 

The regulations issued under 
tion 


Sec- 
201(p) provide that a drug may | 


of any substance composing it in 
whole or part; because of a new com- 
bination of two or more well known 
substances; because of new propor- 
tions of the substances in combina- 
tion; or because of the newness of 
the dosage, or methods or duration | 
of administration or application, or 
other conditions, even though the 
drug is not new. 

The regulations issued under Sec- 
tion 505 exempt new drugs from this 
part of the act if they are subject to 


INAUGURATE NEW STOKER CAMPAIGN 
Rego mila wtthe 2 


LINK BELT 


AUTOMATIC COAL StRkee 


t's been worm as toast all 
doy . and | hoven't even 
looked af thot blessed stoker!’ 


Ow ts THE TIME te do sonmeth « Litthe « Month the greatest dependability and economy of 
don't want tw go through an A Link-Bele Stoker feeds se furnace froma Operation, §=+ 
we minutes « day Look up the authorized Link-Bult repr 
“ a bin holding a season's tative in your ‘phone ~ hk. Ov ask ue te “en 
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k val ww 4 ' nough vie for perfeet combustion .. coupon for the “History of Heating.” profuse 
nn ives you a uniform — ty Hlustrated in rotogray ure 
without aftention No Coal t Shovel! 
Belt Stoker for as Tittle cin nent builds / 
36.95 amonth. Andthat  sorhracite and bity 
will have behind it 


coal automatically frow 
. . . 


Link. Belt Company, Stoker Divimon 
Laie We t 4 ’ ' 


' sore Factor 
sm foremost in the field of cont — breahes. prnsigal sites. 
ce 
Se handling for half a century! prec. Male an 
that now you're going t Link-Belt builds stokers  Montrest, Winnipeg, 8 Jobe Ps, -_, 
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with steady, health-protect- hy poren-pelamt experts for kneeevan Vane = design, the mont seme arure Stouts mapen tor your omy, to Link Hele 
Ko. Beaker Diwiete W.. tteh Se. be oee 
tng warmeh! Deut for averege consfruction, and 


LINK-BELT ECOND- MATIC COAL STOKER = 


One of the magazine insertions that will carry Link-Belt Company's story to 
consumers this fall through national magazines. 


Dealers Signify Theme 


the acts of July 1, 1902, or Mareh 4, 
1933. The rule issued under subsec- 
(Continued on Page 28) 


Urges Cities 
to Advertise 
Water Supply 


New York, July 28.—Municipal ad- 
vertising for water in cities where 
this commodity is metered was urged 
today by R. E. McDonnell, consulting | 
engineer of Kansas City, Mo., in a 
report to the American Water 
Works Association. 

Mr. McDonnell asserted that hun- 
dreds of cities are able to provide 
their rate payers with additional 
gallonage if sufficient demand is 
aroused. Advertising to increase this 
demand, he added, should prove par- 
ticularly fruitful during off-peak 
times 

He cited Little Rock as a city 
which had successfully increased its 
gallonage through advertising. This 
effort, he said, involved a newspaper 
campaign, direct mail and coopera- 
tion of civic groups, shrubbery and 
flower dealers. Per capita use of 
water has increased steadily during 
this drive, he said. 


DIRECTORY OF FEATURES. 


is in charge of distribution. 


for Stoker Promotion 


| 


Chicago, July 28.—With distribu- | farlier this year, he explained, dis- 
| tors and dealers revealed as those re- |‘ tributors and dealers were surveyed 
sponsible for selection of copy themes | both on questions regarding the de- 
and media, Link-Belt Company today | ‘sign of the new model stoker and 
disclosed plans for a concentrated fall| upon plans for its promotion. The 
campaign on behalf of its new model |current campaign has thus been 
automatic stoker. This campaign, | formulated on the majority view ex- 
scheduled for The Saturday Evening | pressed in this survey. 

Post, will feature the company’s 1938 Sales copy in the series places em- 
drive, calling for a budget substan-| phasis upon the economy and con- 
tially in excess of that for 1937, ac- | venience of the new stoker, picturing 
lcording to Julius S. Holl, advertis-|a wife asking her husband, “Must I 
ing manager. go on nursing that dirty old furnace 


The Post series, full-pages appear- another winter?” 
ing in three consecutive weeks be- The husband replies, “Can't afford 
ginning Sept. 3, will also include an- a new one .. . anyhow, automatic 
other advertisement in the institu- heat’s too rich for my blood.” A 
tional series launched last year by headline below this caption asserts, 


the company, Mr. Holl said. 


(Continued on ~~ 26) 


~ Last Minute News ; Flashes 


Reincke-Ellis Appointed for B. & O., Alton Railroads 


Chicago, July 29.—Reincke-Ellis-Younggreen & Finn, Chicago, has 
been appointed to handle advertising of the Baltimore & Ohio Railroad 
west of Pittsburgh, and of the Alton Railroad, W. G. Brown, passenger 
traffic manager, announced today. Joseph H. Finn, vice-president, is ac- 
count executive. 


Ronson Shaver Advertising Placed with John P. Kane 
Newark, N. J., July 29.—-Art Metal Works, Inc., has appointed John P. 

Kane Company, New York, to handle advertising of the Ronson electric 

razor, recently introduced, and the Ronson lighter. Ronson Products, Inc., 


Frostilla Resoent to Charles Dallas Reach 


New York, July 29.—¥Frostilla Company, “¥ Elmira, N. Y, has ap- 
pointed Charles Dallas Reach Company, Newark, N. J., agency for Frostilla 
hand lotion, brushless shaving cream and sun Jet cream. The account 
will be serviced from the agency's Syracuse office, with Howard E. Sands, 


vice-president, as account executive. 


Ruthrauff & Ryan Gets Gold-N-Rich Cheese 


Chicago, July 29.—Pure Milk Cheese Company today appointed Ruth- 
rauff & Ryan to handle advertising of Gold-N-Rich cheese. 
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MILLION DOLLAR 


FAN DRIVE FOR 
— MOVIE INDUSTRY 


First Joint Campaign to Start 
Sept. 1 


New York, July 28.—A million dol- 
lar campaign, representing the first 
industry-wide advertising drive to 
lure more movie-goers to the nation’s 
box offices, became a reality here 
today when 300 delegates from all 
branches of the industry authorized 
the joint effort. 

On, Sept. 1, when more than 100 
new pictures will be released na- 
tionally for the fall season, full page 
institutional copy bearing the slogan, 
“Movies Are Your Best Entertain- 
ment,” will break in daily newspa- 
pers the country over. The 
campaign, which is expected to in- 
clude every daily newspaper in the 
United States except in the few 
communities without a theater, will 
continue through Dec. 31. 


Producers, Exhibitors Split Cost 


Hollywood producing companies 
have pledged cooperation to the ex- 
tent of $500,000, and the exhibitors 
a like sum. Feature of the joint 
promotion will be a -$250,000 ques- 
‘ion game prize coutest to be pro- 
moted in local theaters. Entry 
blanks will be obtainable only at 
theater box offices, and screen trail- 
ers, circulars, and personal appear- 
ances by stars will aid in promoting 
the contest. There will be 5,000 
prizes with a $50,000 first award. 

All paid advertising will go to 
newspapers, although tie-in publicity 
is expected from radio programs 
which feature the movies. No agency 
has been named as yet, but the com- 
mittee is now considering presenta- 
tions submitted by leading New York 
agencies. An appointment will prob- 
ably be made in the near future, since 
only a month remains before the 
campaign’s starting date. 

At today’s meeting, George Schae- 
fer, vice-president, United Artists 
Corporation, and chairman of the 
committee planning the promotion, 
and Howard Dietz, promotional di- 
rector, Metro-Goldwyn-Mayer Pictures 
Corporation, explained the details of 
the plan. 

(Continued on Page 26) 


Air Transport 
Companies May 
Join in Drive 


New York, July 28.— While plans 
are still in an extremely nebulous 
stage, it became known today that 
major airlines are considering a co- 
operative advertising campaign to 
benefit the entire industry. It is be- 
lieved that the drive, when launched, 
will be similar in character to the 
program now staged annually by the 
Association of American Railroads. 

Estimates on the budget range 
from $300,000 to $400,000 with the 
possibility of the campaign utilizing 
magazines, newspapers and a joint 
educational exhibit at the New York 
World's Fair. 

John B. Walker, vice-president of 
Transcontinental & Western Air, Inc., 
heads the committee considering the 
program. It is expected that plans 
will not be completed for several 


months. 


es | ¢' | cm 
_ = DETROIT is. 
| es en 
pe eee | 
Bi. 
eee ——————————————— a 
— es ee 
EE ee eee eee ————eeeeeeeeeEE—EEEEe—e—Eeeeee—EE EEO Eee 
RT \\) \\\ is 
a | i a F 
| wel . 7 | \ rs \y pa bs {i ee 
* \ a | -— sy . 
| “ y . 03 ~. 
OF > 6 -- SR BS — 
P eae, & 
a £ : | Q 4\ 
| e "Ba 6 ” 777 
} we oe t o 2 ‘ ay . 
s .. § , = ye 
pk. tie. «See > eee , 
ae , 
Od ' - | | 
Re 
oe | | 
Pt 
ae Oe ee ae oe | | 
ee < 
_ a 
- 
. = ‘all 
~ a a 


as 


2 ADVERTISING AGE August 1, 193g 


—c 


— 


FEDERAL JUDGE 
DEFERS RULE ON 
BASEBALL ISSUE 


Threaten Cancellation of 
$1,250,000 in Radio Time 


-Though Wil- 


NEW RUPPERT AGENCY GETS BIG SEND-OFF 


A —F oy 


W. C. T. U. Wins 
Ban Against Beer 
‘Classroom Copy’ 


Albuquerque, N. M., July 28. 
—Summer students and teach- 
ers at the University of New 
Mexico will be compelled to 
seek elsewhere than the col- 
umns of the student publica. 
tion, Summer Lobo, for in- | 
formation on the best brands | 
of beer, it was decided today. 
A recent advertisement carried 
by the paper, as pictured in 
ADVERTISING AcE July 11, de- 
picted a classroom scene in 
which a student’s answers to a 
history question involved a | 
strong plug for a brand of beer. 
Objection by the local chapter | 
of the Women’s Christian Tem- | 

| 
| 
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Pittsburgh, July 27. 
liam E. Benswanger, president of 
the Pittsburgh National League 
Baseball Club, attempted to pour oil 
on the troubled waters by authoriz- 
ing hitherto proscribed broadcasts of 
the club’s home games, General 
Mills, Inc., and Socony-Vacuum Oil 
Company today threatened to cancel 
$1,250,000 worth of contracts with 
National Broadcasting Company un- 
less Station KQV is enjoined from 
“pirating.” 

Following a hearing in the United 
States District Court here yesterday, 
Judge F. P. Schoonmaker took under 
advisement the suit of the two ad-|to which KQV helped itself—the 
vertisers and of NBC and the Pitts-!| privilege of putting home games on 
burgh club for an injunction against the air. Judge Elder W. Marshall, rep- 


perance Union on the ground 
that this copy was “designed 
To celebrate appointment of Lennen & Mitchell as agency for Jacob Ruppert Brewery, New York, Col. Ruppert threw a gala to interest teachers in beer” | 
party last week for the agency staff. Shown here are Phil Lennen addressing the assembly, and seated, Ray Vir Den, L&M has resulted in a ban on future | 
vice-president; George Ruppert, vice-president of the brewery; Col. Ruppert, and Garrison Sillick, nephew of the Rupperts. 


copy. 


the station, in addition to damages 
of $100,000. Meanwhile, KDKA and 
WWSW have been granted the rights 


resenting KQV, described in detail | made it possible for observers to see 
how the station got the information| every play. Since the station was 
which it broadcast exclusively until| on its own premises, Judge Marshall 
Mr. Benswanger relented. He ex-| contended, the case raises the grave 
plained that the station leased van-| issue of whether a court shall re- 


FTC Condemns 
| | Borden’s Claim 
~ ania ~~ ~6—lhrmm6lh Cae 6 Giue 


“That is a right of which we can- 
not be deprived,” asserted’ the 
lawyer. 


Washington, D. C., July 28—A 
product may not be described as 


Viewpoint of Advertisers “waterproof” if it is not sufficiently 


Have you heard about the English maga- 
zine that offers American advertisers 4 


times the coverage of LIFE? 


RE you up-to-date on England? Do you 
know the inside story of the astonishing 
rise to power of the Radio Times? 

Here it is. The British Broadcasting Corpora- 
tion controls all the radio entertainment in the 
country. Every Friday, the Corporation pub- 
lishes complete programmes for all stations. both 
National and Regional, for the coming week. 
The programmes appear in the Radio ‘Times. 
No other publication in Great Britain is allowed 
to print them a week in advance. Millions of 
listeners turn to the Radio Times for details of 


their radio programmes. 


Issued first in 1923, today the Radio Times has a 
guaranteed weekly net sale of 3 million copies. ‘This ceeds 
rapid growth is evidence of its usefulness and the 
lively interest of its readers. One out of every four 
English families takes the Radio Times. 


What is more, 90% of its readers state that thes 


refer to it daily ° 


. » 86% look up programmes in 


Before breakfast (and after) titled Londoners take their exercise in Rorten Row 


Have you heard this news 
from ENGLAND? 


after they first obtained it. (Independent survey, 
March, 1937.) 4 single advertisement in Radio Times 


constitutes a national campaign for a week. 


And the people who read the Radio Times have 


MR. CLIFFORD M. 
President, Pond's Extract 


C, Dred, 


ovr products. 
growth indicates, 


advance: 65% are still reading their copy LO days 


pt a oi j 


m. . 
+= a 


money to spend, 


“Radio Times gives us cover- 
age and atype of circulation 
thet we think excellent for 
Its steady 


lieve, real reader interest." 


because in England radio ownership 


indicates good purchasing power. The Radio Times 
goes into | million well-to-do homes. 

The milline rate of Radio Times is only $2.46. 
Successful American manufacturers in Great Britain 
are finding it economical and effective. 

To sell your product to this great family market, 


use Radio Times. Ask your agency for informa- 
tion. or write to: 


Advertisement Director. British 


Broadcasting Corporation Publications, Broadeast- 
ing House, Portland Place, W. 1, London, England. | vertising 


BAKER, 


we be- 


On the other hand, the two adver- 
tisers, their attorneys explained, 
paid $17,500 for exclusive broadcast- 
ing rights of road games, after be- 
ing told that the Pittsburgh club 
would never consent to broadcasts 
of local games, on the theory that 
it hurt attendance. Attorney B. M. 
Webster, of General Mills, argued 
that “the public is entitled to base- 
ball broadcasts delivered under 
proper supervision.” 

The case has become a cause 
celebre hereabouts, with the press 
enthusiastically supporting the cause 
of KQV. Most of the writers appear 
to take great pleasure in dubbing the 
Benswanger policy “reactionary,” 
and pointing out that he gave per- 


mission for the broadcasting of 
home games only under pressure. 
Benswanger excludes Sunday and 


holiday games from this consent. 

Darrell V. Martin, radio editor of 
the Pittsburgh Post-Gazette, became 
too pointed in his remarks, and 
had his baseball pass taken up when 
he presented it at the park. Alleg- 
edly as the result of a protest by 
Mr. Benswanger, Martin’s story was 
killed from later editions of the Post- 
Gazette. 

Columbia Broadcasting System 
entered the picture _ indirectly 
through the Martin story. The radio 
editor charged that Columbia can- 
celled a broadcast of the all-star 
game scheduled over WJAS, affili- 
ated with both Columbia and KQV, 
at the insistence of Benswanger. 


Lyon, Gaines Owners 


of “Buffalo Times” 
George Lyon, editor, and Earl J. 


'Gaines, business manager, have 
|bought the Buffalo Times from 
| Scripps-Howard Newspapers, which 


| published it since 1920. 

Reduction of business and financial 
news to two columns, and more em- 
phasis on local news and features 
are among new plans. 


Ford Promoted 


J. J. Ford, for the past four years 
|assistant advertising manager of 
Dennison Mfg. Company, Framing- 
ham, Mass., has been appointed ad- 
manager, succeeding W. 
H. Leahy, who is now in charge of 
Dennison’s legal work. 


jaiieaiiiaateaieiannias 
Edmonds Advanced 


| James Edmonds, formerly in the 
|jradio department of Compton Ad- 
vertising, Inc., New York, has been 
appointed head of the agency’s Chi- 
cago contact office. 


Full Time for KVOO 


Station KVOO, Tulsa, will inaugu- 
|rate full time operation Aug. 9, us- 
|} ing 25,000 watts day and night. 
|ward Petry & Co., Inc., 
representative. 


Ed- | 
is national | 


impervious to water to earn this de- 
scription, a stipulation signed by the 
Borden Company, New York, with 
the Federal Trade Commission, in- 
dicated today. 

The agreement relates that the 
Borden Company’s wholly owned sub- 
sidiary, the Casein Company of 
America, labeled and advertised 
Casco Grade A glue as waterproof, 
and that following its dissolution in 
December, 1937, the parent company 
continued to sell the product, though 
with fewer references to its alleged 
waterproofing qualities. 

J. C. Deagan, Inc., Chicago, agreed 
to cease advertising that instructions 
offered with its musical instruments 
are as effective as persona! instruc- 
tion, and that learning to play re- 
quires no practice. 

Ford-Hopkins Company, Chicago, 
has signed a stipulation to cease ad- 
vertising that Char-Tex, an antisep- 
tic, kills germs or bacteria in the 
mouth, and that its use effectively 
prevents diseases caused by such 
germs in the mouth. 


Forms Consumers’ Bureau 


Parents’ Magazine, New York, has 
established a consumers’ service bu- 
reau, with Mrs. Barbara Daly Ander- 
son, formerly of Country Home, in 
charge. A seal of acceptance will 
be offered to manufacturers, whose 
products are found acceptable, for 
use in advertising and on labels. 


Two Form New Agency 


Seymour Douglas and B. H. Saund- 
ers have formed Douglas - Saunders 
Advertising Agency, with offices at 
505 Fifth avenue, New York. 


GOING UP! 


From a press run of 
1,000 copies in 1933 
To 60,000 "“ " 1938 


(Summer Issue) 


Member of the A.B.C. and N.P.A. 
. 


WOMEN is the first and only photo- 
graphically illustrated consumer mag- 
azine that deals exclusively with the 
latest hair styles and facial beauty. 
READ BY MILLIONS 
FROM COAST TO COAST 


Fall Issue to close August 25th 
For advertising space write 


CAPITAINE PUBLISHING CO. 
45 W. 45TH ST., NEW YORK, N. Y. 
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USE THE TEN COMMANDMENTS FOR A PLATFORM 


SING HILLBILLY SONGS FOR ENTERTAINMENT 


Brouceatoven the Texas QuabileyNetinrk 


W. LEE O’DANIEL DID JUST THAT AND WON A 


SWEEPING VICTORY IN THE TEXAS PRIMARIES 


@ Relatively unknown in the Texas gubernatorial race 60 days 
before the primaries, W. Lee O’Daniel took his campaign message 
to the 6,172,000 Texans over the Texas Quality Network stations. 


@ The overwhelming victory for O’Daniel is evidence that the four 


TON stations reached the Texas voters most effectively. 


@ No more tangible proof of the effectiveness of TON advertising 
could be recorded. Next time vote for TON 


THE TEXAS QUALITY NETWORK 
WFAA-WBAP KPRC WOAI 


DALLAS FT. WORTH HOUSTON SAN ANTONIO 
Ask for Texas Quality Network Standard Market Data Brochure 


CE EDWARD PETRY & COMPANY, INC. 


NATIONAL REPRESENTATIVES 
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Advertising Produces 
Profits 


The Sixth of a Series of 1938 Success Stories | 


Toastmaster Budget Up 


Over 1937 As Sales Rise 


(Picture on Page 31) 


Elgin, Dll, July 28. 
makes work and sales make jobs. If 
you don’t believe it, you should look 
in some day at the modern plant of 
the Toastmaster Products Division, 
MeGraw Electric Company, in this 
thriving community, and see the 600 
people who are busily engaged pro- 
ducing the various items which make 
up the expanding Toastmaster line. 
They are busy only because the ad- 
vertising and merchandising  pro- 
gram which has made this company 
an outstanding success in the elec- 
trical appliance field is going ahead 
in 1938 without a let-up. 

Toastmaster has 


Advertising 


been one of the 


W 


6 


TIER LS LIE GE 
Ever since our first day in 
this business, Free & Peters has 
based its entire sales policy on 
this one idea: “Help make radio 
time sell our customer's mer- 
chandise, and the time will sell 
itself.” 
Pursuing that idea, weve 
equipped ourselves to be help- 
than 


ful = rather hospitable. 


Several of our men are far bet- 


sensations of the field. Starting in 
September, 1926, its story of auto- 
matic toasting has been presented to 
the public without a break and the 
executives responsible for its un- 
usual success are perfectly willing to 
credit it to the cumulative 
of the consistent advertising which 
has been done in that twelve-year 
period. Certainly Toastmaster adver- 
tising has sold the idea of automatic 
toasting so successfully to the Ameri- 
can public that it is no 
garded as a luxury. 

The backbone of the line is the 
two-slice automatic toaster which re- 
tails at 


effects 


longer re- 


$16. This would be con- 
sidered a high price for most elec- 
trical home conveniences, and cer- 


ter at market research than at 


selling. Our offices are work- 
shops where we've helped build 
some of the best radio accounts 


in the country. 


With that background, we sin- 
cerely offer you our 140 cumu- 
lative years of experience in 


If that’s 


the kind of “salesmanship” you 


radio and advertising. 


like, we'd certainly like to hear 


from you. 


PLAN TOASTMASTER MERCHANDISING CAMPAIGN 


TOastmastel 
T 


Roig 


K. C. Gifford, general sales manager of Toastmaster, points out to Bill O'Brien, 
his assistant, the moulded figures to be featured in window displays. 


tainly would make Toastmaster prod- 
ucts look like something less than an 
absolute necessity. Yet sales for this 
line have been greater during the 
first half of 1938 than ever before in 
the history of the company. 

The answer, as the executives of 
Toastmaster Products Division see it, 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


icneer Radia Station 


New Center Bldg. 
Trinity 23-8444 


CHICAGO 
180 N. Michigan 
Franklin 6373 


NEW YORK 
247 Park Ave. 
Piazza 5-4131 


SAN FRANCISCO 
One Eleven Sutter 
Sutter 42355 


Exclusive Representatives: 

, A. oy 2) Buffalo 
) errr Cincinnati | 
| WHK-WCLE ........ Cleveland 
| My eessescococega Columbus 

. arr rrrerey Davenport 

Aer ee Des Moines | 

..) errr. Fargo | 

WOWO-WGL ....... Ft. Wayne | 

Dn c.¢adeseeaes Kansas City 

WAVE eT TTY . Louisville 

WTCN.... Minneapolis-St. Paul | 

5 Parr Peoria 

Pt aivesdseussaowens St. Louts | 

WFBL éseees .. Syracuse — 

WRENN ..,. Youngstown 

Southeast | 
wesc ... er .. Charleston — 
1 WOES nce cece cece ee CORN | 

Writr ... -+e+e..--Raleigh | 
a a ae Roanoke 
| Southwest | 

3? 5 fee Trrere: » >. 

DE <o0nscenedsendune se Tulsa 

Pacific Coast 

KMOIN-KALE ........ Portiand | 

 . ee .. San Francisco | 

KVI Seattle-Tacoma 

. 
LOS ANGELES ATLANTA 


Cc. of C. Bidg. 
Richmond 6184 


Bona Allen Bid«. 
Jackson 1678 


is advertising. Consistent, dominant 
jadvertising has been the key to the 
steadily increasing market which has 
been found for the line, and because 
the importance of advertising in 
the development and maintenance of 
sales had been fully recognized, there 


was no disposition to curtail adver- | 


tising this year merely because gen- 
eral business conditions appeared to 
| be less favorable than in 1937. 
While no attempt has been made 
to explain the phenomenon of a semi- 
|}luxury making record sales in a de- 
pression period, the answer seems to 
be without question that effective, 
lstriking advertising, consistently 
maintained, has made an 
of Toastmaster products, which have 
benefited both from the cumulative 
effect of past advertising and the new 
impetus from the current campaign. 


Budget Ahead of Last Year's 


Actually, advertising 
for 19388 have been 
pared with last year. 
the Standard Advertising Register, 
the magazine appropriation aggre- 
gates approximately $250,000 a year, 
a sizable amount to spend on the pro- 
motion of a specialty such as the 
Toastmaster line. Presented when 
other advertisers were decreasing 
their efforts, the 1938 campaign has 
been increasingly and strikingly suc- 
cessful. 

Toastmaster Products Division has 
had the benefit of 
|original and effective merchandising. 
|K. C. Gifford, general sales and ad- 
| vertising manager, does not believe 
in letting advertising work alone. 
|His 562 distrib' ors are fully con- 
‘scious of the pui city and promotion 


expenditures 
increased com- 
According to 


values of each campaign, because it | 


|}is merchandised to them in spectacu- 
' ‘ . 
| lar style. Thus jobbers, jobbers 


jaware of what Toastmaster is doing 
to create and stimulate demand; and 
trade cooperation has therefore been 
forthcoming in an enthusiastic 
rather than perfunctory style. 

“The Toastmaster Products Divi- 
sion has recorded outstanding sales 
increases over the years it has been 
in operation, with 1934-35-36 and °37 
each successively the biggest in the 
history of the company,” Mr. Gifford 
told ApverTisinc Ace. “We have ap- 
preciated the value of the consistent 
advertising which has been done in 
the past 12 and 
jno reason why we should reconcile 
|ourselves to a let-up in 1938, merely 
| because business indices for this year 
\indicated declines in many lines of 
business. 


years, 


Appropriation Depends on Sales 


| “Our advertising plans are made 
|twice a year, for the spring campaign 
|which runs from January to June, 
jand for the fall drive which covers 
September to December. We decided 
that our 1938 advertising expendi- 
tures would be slightly larger than 
in 1937—and the record for the first 
half of the year shows that our 
domestic sales, covering business 
;}done on household appliances in the 
| Toastmaster line, have been 
than last year by a substantial mar- 
gin. This means the largest in our 
history. 


| 


| . 
“Actually, the record is even more 


isignificant when it is noted that 


exception | 


unusually) 


salesmen and dealers have been fully | 


could see | 


larger | 
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— 


| there were no variations in the sale, 
|picture during the entire periog. 
There were no new products added ty 
the line this year. Naturally we are 
gratified by the success of the Toag;. 
master Products Division thus far jp 
1938, and hence are continuing oy, 
program of increasing our advertis. 
ing effort through our fall campaigy 
|starting in September.” 


Showmanship Marks Debut 


| In revealing the details of the fa}) 
campaign to 33,000 retail outlets Vy. 
Gifford and his staff employed an ef. 
fective bit of showmanship. At nine 
‘o'clock last Monday morning every 
/Toastmaster distributor in the United 
|States received simultaneously py 
| special messengers a small coin bank. 
ia replica of the famous 2-slice 
Toastmaster toaster, to which was 
j}attached the legend “You Can Bank 
'on Toastmaster Again This Year,” 
/One hour later the messengers re. 
|turned bearing samples of the new 
line and a copy of an elaborate sales 
plan book which gave the details of 
|their fall advertising and merchan- 
|dising campaign. 

During the first four days after the 
line was announced sales recorded 
were 35 per cent ahead of the same 
period last year. 

The line has been enhanced by a 
|smart, colorful newcomer, the Toast 
‘‘n Jam Set, which consists of the 
| 2-slice toaster and two gay, peasant- 
|pottery dishes, ideal for jelly, marma- 
lade, or jam. The ensemble is com- 
| plete with a tray made from the new 
|Satiny primavera wood. 

The toaster itself has also come in 
|for its share of beautification. A 
new decoration of striking effective- 
ness has added grace to its appear- 
ance while mechanical refinements 
|have contributed to further smooth- 
jness and silence of its operation. 
Equal attention has been given to a 
completed restyling of the standard 
|}and de luxe hospitality sets. Barnes 
& Reinecke handled the design as- 
signments. 

The fall campaign will consist of 
43 insertions in 17 magazines, start- 
ing with a four-color 
Saturday Evening Post Sept. 13. 
During the succeeding 100 days 
there will be 86,000,000 messages de- 
livered to magazine readers’. in 
women’s, home and general media. 
Thirteen color pages will be run, as 
well as numerous third and half 
pages featuring the various items in 
the line. It will be one of the smash- 
ing magazine campaigns of the fall 
months. The list includes: 

American Home, American Maga- 
zine, Better Homes and Gardens, Col- 
lier’s, Cosmopolitan, Esquire, Good 
Housekeeping, House and Garden, 
House Beautiful, Ladies’ Home Jour- 
|nal, Life, McCall's, The New Yorker, 
| Pictorial Review, The Saturday Eve- 
ning Post, Time and Woman's Home 
Companion, 

The domestic advertising of Toast- 
|master Products Division is handled 
by Erwin, Wasey & Company, Chi- 
cago. Earle Ludgin, Inc., Chicago, 
handles the institutional line. Don 
Elrod is the E-W account executive 
for Toastmaster, in charge of the 
}campaign described above. 
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Fardon Our 


—— In polite media circles, they're not talking about advertising 


revenue these days. But we've just been looking over our own 


PIB figures, and we can’t resist the temptation to let you in 


on them: 
_ 


In our first year, 1935, THIS WEEK MAGAZINE was 24th among 
all magazines, with a dollar volume of $1,229,043. 


Tn 


In 1936, we were 19th, with $2,275,961. 


In 1937, we were 17th, with $3,446,214. 
In the first 6 months of 1938, we were 11th, with $1,811,085— 


one of the very, very few magazines to show a gain over the 


comparable 1937 period. 


Maybe that’s because advertising dollars are pretty scarce these 


days. And advertisers pretty finicky about where they spend ’em. 
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TRACES GROWTH SURREALIST pinabes IN i, cory 
OF SURREALISM 
IN ADVERTISING 


Wider Use Predicted for the 
Future 


New York, July 27. Nightmarish 
in conception and symbolic in as- 
pect, but advertising—and potent ad- 
vertising at that—is the adaptation | wy 
of surrealism to an _ inecreasing| by clanging of bells that 
amount of present day copy, accord-| out their voices. 


WATOUAHE FO 


The forceful position of this “surrealist eye'’ commands attention to and a 
reading of Ford Motor Company's well known slogan. 


| 


drowned | wit Teller, Gunther Furs, Parfums 
Schiaparelli, W. & J. Sloane, Con- 


ing to an article on “Surrealism in “They insulted their audiences|tainer Corporation of America, Ford 

Overalls” by Frank Caspers which|and in turn were greeted with! Motor Company and John H. Wood- 

appeared today in Scribner’s Maga-| threats, ripe fruit, hunks of meat} bury Company. 

zine. and, now and then, a squad of; Mr. Caspers asserts that snob ap- 
This form of art, Mr. Caspers ex-| policemen.” peal is largely responsible for sur- 

plains, was born in Europe some Considered then and during its|realism’s current success. Its first 

years ago under strictly non-com-| later reign in Paris as “a weird thing/| use, he comments, “was all as in- 


mercial auspices. Its midwives were 
the Dadaists, “a small group of re- 
bellious individuals who hung around 
a Zurich cafe. They held perform- 
ances at which four or five of them 
read their own poetry, accompanied 


for weird people,” surrealism has to- 
day been recognized by “those most 
practical businessmen — advertisers 
and sellers,” Mr. Caspers. says. 
Among them are such well known 
names as Abbott Laboratories, Bon- 


advertent as the discovery that car- 
toons would sell where sermons 
wouldn’t. 

“Shortly after surrealism came off 
the boat, it was adopted by a snob- 
bish, moneyed group, who, seeing 


The Port of New York Authority 


SELECTS HAMMERMILL OFFSET 


for the map that guides millions of motorists 


ie 


a i 


| aU ene N ead ala almia 


:7 . INUTE 
iia NEW CROSSING 


iii 
Whether it’s a map, broadside or circular, 


get sharper, cleaner reproduction 
by using HAMMERMILL OFFSET 


This 4-color Port Authority map, with a print order of 500,000 copies, was turned 
out on a 2-color press. The closely knit surface of Hammermill Offset helped 
prevent picking, ink-spreading, and made possible a smooth, even Benday tone. 
Colors are brilliant, sharply contrasted, in perfect register. Even small type is 
instantly readable. The opacity of the sheet prevents “show through. 


and surface sized. It holds colors 
where they belong—on top of the 
sheet—and retains all their life 
and sparkle. 


THE SPECIAL FINISHES give an 
unusual third-dimensional depth 
to illustrations. And both sides 
look and print alike—a feature 
that makes possible the savings 
of work-and-turn printing. 


THE MAP ABOVE must sell mil- 
lions of motorists on using the 
modern transit facilities of the 
Port of New York Authority. 
Fine offset work was called for. 
Colors had tobe striking, brilliant, 
in perfect register . . . details and 
type matter sharply defined and 
easy to read. In order to meet 
these exacting requirements, the 


Port of New York Authority 
specified Hammermill Offset. 


FOR BROADSIDES, booklets, cat- 
alogs, any advertising piece, you 
can rely on Hammermill Offset 
for the sharp, clean reproduction 
that makes your message stand 
out on customers’ desks. Ham- 
mermill Offset is closely formed, 


Mail coupon for the Demonstra- 
tion Book of Hammermill Offset. 
Examine the perfect reproductions 
possible with this paper. It’s free. 


AA Au 
Hammermill Paper Company, Erie, Pa. 


Please send me the Demonstration Book of 
Hammermill Offset 


Name 


Position 


(Please attach to your business letterhead) 


that ordinary people didn’t under- 


| stand it, began pretending that they 


did. 

“Inevitably, people who had some- 
thing to sell noticed this familiarity 
and set out to make the most of it. 
Today, products aimed at this group 
are advertised with illustrations pat- 
terned after the paintings of leading 
surrealists.”” Magazines, stores, hair- 
dressers and milliners have also suc- 
cumbed to the influence, Mr. Casp- 
ers adds. 

He traces the growth of surreal- 
ism as far back as the fifteenth and 
sixteenth centuries when surrealism 
was used to “sell religion” by pictur- 
ing the horrible fate of people who 
refused the wares of the sponsors.” 

A contemporary treatment in a 
somewhat similar vein is an Abbott 
Laboratories advertisement giving 
an impressive idea of the horrors of 
disease. 

“The facade,” Mr. Caspers says, 
“is treated like the arcades in Chi- 
rico’s paintings; the hands are re- 
peated like symbols in canvasses by 
Dali, a young Spanish painter. 

“Chirico’s influence has also ex- 
tended to advertisements of soaps, 
furniture and port wine. Woodbury 
used an advertisement showing a 
bar of soap on the ground with sur- 
realist perspective lines leading all 
the way to the horizon.” 


Used by Schiaparelli 


Another intriguing adaptation of 
surrealism to advertising is in copy 


for the new “Shocking” perfume of | 
This is pre-| 


Parfums Schiaparelli. 
sented in a bottle which is also a 
combination of strange elements, a 
dressmaker’s form with a bouquet of 
flowers emerging at the neck. An 
illustration in the same copy is 
equally incongruous in its collection 


| of unrelated cutouts. 


Less bizarre, perhaps, is the Ford 
advertisement with attention drawn 
to the single sentence by the domi- 
nant position of a huge eye. Con- 
tainer Corporation makes use of the 
same principle in a different manner 
with a “surrealist” eye focused on 
designs symbolizing the three brief 
copy themes, “From pulp—to paper- 
board—to package.” 

Mr. Caspers is chary of making a 
definite prediction on the commer- 
cial future of surrealism. “What 
medium will succumb next cannot 
be imagined,” he remarks. 

“Right now the use of surrealism 
by advertisers and sellers is largely 
confined to those dealing with the 
luxury class. Commercial surreal- 
ism will probably expand into other 
income brackets the way in which it 
has been expanding into various 
mediums. Come a few more years, 
and we may be examining surreal- 
ism in Macy’s bargain basement,” he 
concludes. 

Mr. Caspers is associated with the 
Ferargil Galleries in New York. 


O’Leary Joins Rambeau 

yeorge J. O’Leary has joined- Wil- 
liam G. Rambeau Company, Chicago, 
radio representative and originator 
of the Major Market Spot Station 
plan. Mr. O’Leary was in the adver- 
tising agency field for 16 years, eight 
of which he spent with Ruthrauff & 
Ryan, Chicago. 


Elects McDonnell 


Frank R. MeDonnell has been ap- 
pointed president of Advertisers’ 
Recording Service, Inc., New York, 
after directing sales activities of the 
company for the past several years. 
He was formerly connected with the 
Metro-Goldwyn-Mayer station, WHN, 
New York. 


Colton Adds Crombie 


Keith Crombie, formerly with Lord 
& Thomas, New York, has been ap- 
pointed copy director of Wendell P. 
Colton Company, New York, to suc- 
ceed Samuel Lanham who has joined 
Donahue & Coe, Inc., New York, as 
account executive. 


McKinney to “News” 


J. C. McKinney, advertising direc- 
tor of the Journal, Knoxville, Tenn., 
for the past three and one-half years, 
will join the Chattanooga News Aug 
15 as advertising director. 


Daniel Joins Salzman 
Hugh Daniel has been appointed 
Pacific Coast representative by H. A. 
Salzman, Inc.. New York, public rela- 
tions counsel 


— 


"SCARE" COPY 


The horrors of disease appear like this 

to a surrealist artist in an advertisement 

used by Abbott Laboratories, North 
Chicago, Ill. 


Last Congress 
Focused Eyes 
on Retailing 


Washington, D. C., July 27.—of 
the 17,100 bills and resolutions in- 
troduced during the three sessions 
of the last Congress, 755 affected 
retailers directly or indirectly, ac- 
cording to aé_ recent legislative 
analysis issued by the American 
Retail Federation. 


Of this latter number 350 were 


considered important enough to 
warrant careful scrutiny by the 
Federation. In a foreword, com- 


ment is made upon the present in- 
definite status of retailing in in- 
terstate commerce with the explana- 
tion given that if purchases of raw 
materials as well as sales are con- 
sidered, practically every retailer 
would be subject to Federal regula- 
tion. 

“There are indications, however,” 
it remarks, “that the Federal gov- 
ernment does not immediately in- 
tend to base its legislative policy on 
this view.” 

Listed in the analysis are many 
bills which did not become law but 
which are expected to be re-intro- 
duced. All of these measures, both 
those passed and those which died 
with adjournment of Congress are 


listed under these headings: pur- 
chasing power, distribution costs, 
consumer-retailer protection and 


fact finding and education. 

Copies of the pamphlet are avail- 
able upon request to the Federation 
in Washington. 


Jenter Buys Land 


The Jenter Display Company, 
manufacturer of advertising dis- 
plays, has bought a tract of three 
and one-half acres in Ridgefield, 
N. J., for improvement with a mod- 
ern factory building. 


By early fall, WFBR, 
will be operating on 


5000 WATTS I..s.) 
1000 WATTS 


Baltimore, its 


FBR 


ON THE NBC RED NETWORK 
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THIS OLD STORY 
SHOULD BE PAID FOR 


I. no longer news to national advertisers and their agencies that costs for 
getting a reader to see and read your magazine advertisements are available. 


They have been — regularly — since early 1932 when the Starch organization 


inaugurated its continuous magazine-reader survey. 

We should be delighted if the advertising trade journals were to print 
long articles now about this old, established feature of the Starch reader 
reports, but we haven't the heart to ask them to do it. Our conscience tells us 


to buy space to review these well-known facts: 


For 6 years the Starch Advertisement Rating Service 


and other advertisement visibility and readership reports 


RAAT 


based upon the same survey have shown the costs per 


person to have every advertisement one-half-page-and- 


WS 


larger Seen,” ‘Read Some” and ‘’Read Most.” Such costs 


KCN 


Starch continuous magazine-reader survey 
is conducted in 30 areas from coast to 
coast on these 16 publications : 


American 

American Weekly 

Collier's 

Comic Weekly 
Cosmopolitan 

Good Housekeeping 
Ladies’ Home Journal 
Liberty 

Look 

McCall's 

Pictorial Review-Delineator 
Redbook 

Saturday Evening Post 
Time 

True Story 

Woman's Home Companion 


DANIEL STARCH 


and Starch reports have been — and are — synonymous 
in the minds of advertisers and agents. 

The Starch Magazine Effectiveness Reports, published 
periodically and widely used as a guide in media selec- 
tion, have consistently given the relative average costs 
for advertising by sizes of space and color treatment and 
by men and women separately, as well as combined. 
These data are recognized as the one reliable source of 
magazine-reader visibility and readership costs. 

As stated in the current issue of Tested Copy, the 
Starch organization's monthly illustrated bulletin to ad- 
vertiser and agency clients, the cost data introduced in 
1932 have won increasing acceptance and are based upon 
a field technique which insures sound, sensible, under- 
standable reader-costs. 

(It will pay advertisers and agencies to determine, and 
then to consider carefully, the basis of cost index data — 
first, the underlying interviewing technique; second, the 
relationship between that technique and the space costs 
employed; third, the precise base figures to which per- 


centages of visibility, etc. are applied.) 


Starch cooperates with clients in conceiving their own individual systems of 
indexing cost data from Starch reports. Inquiries regarding our help along 


these lines are always welcome. 


CONSULTANT IN COMMERCIAL RESEARCH 


Headquarters: 420 LEXINGTON AVENUE 
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me =6PATENT POOLING racritatrinttfat| REAPREWAID (Color Work: at| WOM OF SCULTOR 
- tifically processed, are responsible Monotone Cost, P 
Camera Claims 


| for the new qualities. 
| The inner walls of glass tubes are 


coated with these powders, which 


| are activated by invisible ultra-violet 
ZEON ON MARKET vy “Black Light” radiations within 
|the tube, causing the fluorescent 


coating to glow with startling bril- 
| liance. By selection afd blending of 


New Gaseous Tubing Said to = crystals, any desired shade of 


spectrum may be produced, 


Outshine Neon | High Efficiency Offered | 


The efficiency of the tubing varies | 


with the colors. The efficiency of | 

Chicago, July 28.—Distribution of| green Zeon tubing is held to be 700 | 
the new Zeon lights, related to but| per cent greater than that of the 
held far superior to the popular| old green tubes. The blue Zeon, on 
Neon, is being rushed by Federal| the other hand, is only twice as 
Electric Company, which recently | efficient as its Neon brother. Amber 
acquired exclusive manufacturing| gold Zeon adds 40 per cent to the 
rights in a large part of the United| advertising potential, while pink 


New York, July 27.—A new camera 
said to be capable of producing 
three color separated negatives in 
|a single exposure, size 2144,” x 344”, 
at a cost of 12 cents a shot, has been 
| placed on the market by Interna- 
tional Research Laboratories. Called 
the Lerochrome Candid Color cam- 
era, it makes possible the printing 
of natural color photographs on 
paper instead of film transparencies. 

The new camera is revolutionary 
in that it eliminates the costly and 
difficult process of color separation, 
through the inclusion of a new de- 
vice which separates the colors at 
the time of exposure. Prints in un- 


— 


States. Zeon'’s marketing was made| Zeon has the same efficiency as limited quantities can be made for 
possible by pooling of patents of| standard red tubes, but makes avail-| Melbourne Brindle and Lloyd B. Myers, | less than 25 cents apiece. 

Claude-Paz and Silva, General Elec-| able a new color. art director of Bowman Deute Cummings, When the Lerochrome shutter is 
tric Company and Claude Neon com- White Zeon is from three to four| Ine., San Francisco, admire the medal | snapped, three images are recorded 


panies in this country. Federal Elec-| times more efficient than the old 7 oe from = 7 a simultaneously on as many separate 
trie’s franchise applies to exterior| white helium tubes. On the other the lit pA ng ne ustrarion | films. The density and contrast on 
advertising, General Electric retain-| hand, cold weather reduces the! 9 é each negative is the same. Ordinary 


ing rights in the field of interior dis-| values of Zeon in some cases. The —— R Re - black and white prints are made 
play. blue, green and white Zeon are af- oman Resigns from each of these color-separated : 

Zeon resembles its widely known| fected slightly by cold weather Paul Roman has se as art negatives. er prea Me pr Nag a 
relation, Neon, but offers amplified | while the amber and pink tubes are | director of L. D. Wertheimer Com- By means of this system, the Rosenthal pry % Naeiden Form. is 
illumination and a range of colors| unaffected by winter. | pany, Inc., New York. manufacturer claims, an advertiser| , sculptor of skill, Texidor, Spanish 
an = ———————— - —— ————— can buy a set of process printing | refugee, designed the card for the New 

plates at the usual costs of black York company. 


and white plates, since the most ex- | —————— 
pensive part of the color process is 


eliminated by the color separation Puteuia Dads - 


which the camera itself performs. 


Only ay i. + Natural color prints can be made in Participate in 


any dark room. 


The Lerochrome, which sells com- G 5 

, The Lerochrome, which sells com) (Snocers VV eek 

can produce “TATZ LETTERS”! = exc - for lens at init is now Ss ee 
yeing advertised in camera publica- 

tions. Casper Pinsker is the agency. 


Chicago, July 28.—National Retail 
Grocers’ Week, which last year made 


Printing Craft a bid for attention from housewives 


ot the future, will also court the 


bd fellows who will be paying the 
to Convene in grocery bills in another 


decade or 


so. While the National Association 
Boston Aug. 14 of Retail Grocers, Chicago, sponsor 


eo 


—~e GING 
so Sanat 


of the event, will repeat its 1937 con- 
e Boston, July 28.—Plans were test among high school girls, it will : 
Because completed here this week for the also give high school boys an oppor- ' 
convention of the International As- od to win ae gp 
‘ sociation of Printing House Crafts- e topic selected for the boys’ 
18 years of EXPERIENCE are packed into every men to be held at the Hotel Statler, |@88ay contest is “America’s Most 
Aug. 14-17. Famous Grocery Clerks.” The girls 


LATZ LETTER that you buy! Principal interest centers in the | 48ain will discuss the contents of 
clinies covering six major divisions. | the ideal pantry. No less than 110 
Thatcher Nelson, service manager, | Prizes will be awarded in each clas- 
Oxford Print, is chairman of the | Sification. 


e « one on “Choice of Type and Lay- The association will also award a 
That is Wy HY out.” series of prizes to the retail grocer 


Other clinics and chairmen are | Most adept in drawing the public 
; “Book Making,” Paul A. Bennett, | into his store during National Retail 
LATZ LETTERS produce sensational RESULTS* Mergenthaler Linotype Company; | Grocers’ Week, Oct. 10-15. The 


“New Developments,” Roy Kirby, | awards will be based on photographs 


1 manager of the machinery sales de-| and an accompanying letter. 
for all who use them! partment, American Type Founders The association has prepared a 
[*ASK FOR PROOF} Corporation; Selling, H e nr y| Wide assortment of display material, 


Davis, sales manager, Daniels Print- | which is illustrated in a 32-page book 
ing Company; “Printing Plant Man-| containing detailed suggestions as to 
6 agement,” Hamilton B. Wood, presi-| how the occasion may be most effec- 
dent of Commonwealth Press,- and | tively capitalized. 

“Color,” with George S. Marsh of 


M oaets. ; Alcott, Thoner and Marsh as chair- 
We boast of exclusive facilities! er a om po 
An exhibition of foreign and do- Robert Hall has joined the Los 
mestic printing and several enter-| Angeles office of Metropolitan Adver- 
tainment features round out the | tising Company, New York. 
— -day program. 


Specially created Latz Letter equipment « 50 Giant-Gram Machines 
Patented Latz Personal-Print Presses * Idea Laboratory « Art Depart- 


ment « Copy Department « Battery of Intertypes « Battery of Imprinting 


Presses ¢ Modern Printing Equipment —An Unusual Organization Inviting ‘Network Affiliates Ath Year 7 


‘ai Thorough Inspection! a4 | To Those Interested in Selling 
a | With the hope of reviving Inde- Food Products. H Appli 

|pendent Radio Network Affiliates, | » Fiome Appliances 
> leaders in this field have issued a and Household Items in 

call for a convention in Chicago Aug. : : 

16-17. The Stevens Hotel will prob- Philadelphia. 


OVERSEAS AFFILIATIONS: ably be the place. Starting SEPTEMBER 20, there 


«hail . A session in New York last Monday will be a series of 70 demonstra 
Chadwick-Latz, Ltd. Chadwick-Latz,S.A. | Chadwick-Latz-Belgium Reneral_ meeting in Chicago. |tions, covering all the princi 
London Paris Brussels residential sections of Philadel- 
McKittrick Elected iphia. Through the cooperation 
— Esselte — Stockholm Sterling McKittrick has been |f the local utility companies, lec- 


elected treasurer and general man-j|tures will be given by well- 
ager of Griffes and Bell, Inc.. NeWw|known home economists. 
York agency He was formerly ad-|! : A ace ec 


vertising manager of Wickwire Publicity and St pecial features 
Spencer Steel Company and more re- |. ll d an aN “ve F 
4 A R R Y L A cently foreign representative of W wi raw he nes estimated attenc A 
A. Harriman Securities Corporation, | ance of 65,000 women 
| both of New York. 
‘ead 461 Eighth Avenue ° New York City, N. Y. | 
: 
: NOTE: All genuine Lotz Letters are marked ""LATZ LETTER" 


ahh 


Reservatior tor soatit anti as 
Reservation : wssifica 
being r jie } eonak 
being ade Reasonable 


Beggs With Remington ticipation charge. For details, writ 
Robert C. Beggs, tormerly adver- ROBERT HITCHINGS & CO. 


|tising and sales promotion manager Ss : 
. 2 a F - pecial Representatives 
of Toncan Division of Republic Steel ” 


| Corporation, has joined Wm. B. Rem- 414 FRANKLIN TRUST BUILDING 
ington, Inc., Springfield, Mass. ina PHILADELPHIA, P A. 


— = contact and new business capacity —— 
a sd f 
; ‘ - f F Fs wf ‘ ? 
* bas > he mY 
ee ‘> , hd . * me, mS = *. ° ‘¢ * = hy o a Seis ’ = a: 
Bers ail Sent a 
Dy B e m J 77%, f 


: : ’ . ~ C Pre aed —* a ve F Ly eas 7 es = = .) ae ‘ br od ’ r ; 4 es te Sy . ‘ tie of es Hy : 
¥ Aug 
aie kL 
ae get ¢ 4s 3 - } : at ‘ : at See q 
| ee , ie | f . : : : 4 
‘ | \ a ie. ye 
» ™ R - - ee Fei “4 
We seFu = we ‘ ay a a a 
— . on hs a 
ti = 4 ) << . owe * 3 ” 7 
ae as i : \ al 
mes | = 2 a 
. " ; ass * mm, 4 Sl 
- a 3 7 = | 4 Pree 
a, ! . FS 3 ae : eS 
- Bag oe ae rf 
ep 6 ‘ Lo Fag ~ mg 
zee ; : a 
ne ; : : 
ey, e 
or 
we 
iO ae (9 eis | a 
’ — mR AX weil 
Bi a *, . o = Y 2 Ny 
gt \& 
ag SE . ) 
a Ez | SS | == 
. 
. 
ES A 
— tk 
Ps 
ee 
ia 
2 es 
fae 8 
a 
* ee 
Me re 
ee ee 
‘ it 
— 
- A 
t 
" C 
| . 
\ 
d 
’ 
ee 


August 1, 1938 ADVERTISING AGE 


—— a 


is for Loaslos 


.. and what you don’t know 
») . “3 ) 
and couldn’ t guess about them L 7 


\—4 


ARAN 


fle 
a? 


A toaster makes toast. 


Papa sits scowling behind his morning paper and Mama drops pieces of 
bread into the toaster, and out comes toast for Papa. 


Now Mama could have bought a fair enough toaster for $1.98. 
On a national average the average price paid for toasters is $6.28. 


But Mama’s toaster cost $18. It’s a de luxe model of the most widely 
advertised brand. 


Mama is one of the 173,751 American Weekly 
readers questioned in the largest survey ever made 
in all research history. It’s called the X-RAY EX- 
AMINATION —and it’s packed with new informa- 
tion on what America buys for its kitchens, laundries, 
bathrooms, bedrooms, living rooms and garages. 


cleansing cream. No difference. No matter what 
you advertise and sell — this X-RAY EXAMINA- 
TION has something new and interesting — and 
maybe profitable — to tell you! 


THEAMERICAN 
oe FAW/EEKLY. 


Circulation 
“The National Magazine with Local Influence” 


Some of this new information will literally “knock 
your eye out.” And knock all those “national 
averages’ and census figures and slide rule calcu- 
lations the boys and girls like to use for a well- 


in the World 


known loop. 


The toaster is only one example in a bookful, 
showing how people buy, how good advertising — 
Ina good advertising medium — works. Maybe 
Your job is to sell toasters — or toothpaste. Gaso- 
line — or face powder. Electric refrigerators — or 


MAIN OFFICE: 959 EIGHTH AVENUR, NEW YorK CIty 


BRANCH OFFICES 


PALMOLIVE BLDG., CHICAGO ..... 5 WINTHROP SQUARE, BOSTON 
HANNA BLDG., CLEVELAND...... EDISON BLDG., Los ANGELES 
HEARST BLDG... SAN FRANCISCO..... ARCADE BLDG., ST. Louis 


GENERAL MOTORS BLDG., DETROIT .. . 101 MARIETTA ST., ATLANTA 
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WE ATHER M APS "HORSE RACE ENTERTAINS BOARD WALK DEVOTEES. ig Ciatan May 


Join in Dairy 
AID SUPER PYRO 


|lowa, Wisconsin and Minnesota 


= FINE WHISKIES Saath “Ss ; | dairy products was projected here 
Train Guns an Perennial Fig- _ _ INCE 1857 a ee |today as the result of a conference 


|of representatives from the three 
ure of Gloom 


States. 
It was indicated that the national 
Ss ooh * ae : drive might replace the individual 
New York, July 28.—With 4,000,000 ~ : ; ; y promotions conducted by each state 
users created since its introduction Fa Ki N G ARTH U R G | N | a with the combined program to serve 
in 1933, Super Pyro anti-freeze will | Rise ee as cooperative rather than competi- 
a ’ f a aa _ Pte tive effort as at present. 


portray the defeat of Old Man Win-| ‘ 
ter, a character which has long Dairymen, state officials and other 


four magazines will be used, Leslie 
S. Gillette, advertising and sales pro-| tone. |& Feasley is the agency in charge, products of the three states. 
motion manager, United States In- The outdoor schedule will provide | B. M. Nussbaum being account execu- 
dustrial Alcohol Company, said to-|for a two months’ posting in the tive. 


Recommends Joint Action 


ail THE WINNER — | 
| ' | Madison, Wis., July 26.—A joint 
Me , ae" national advertising program for 


——————_—_——$————— 

bring on a “keeping up with the 
| Joneses” competition among the 
|states, with each aPPropriating 
more for advertising in an effort to 
|outdo the rest. 


Product Drive Minnesota, for example, financeg 


its campaign through contributions 
from dairymen in the state ply 
$20,000 appropriated by the legig},. 
ture. Iowa has no state appropri. 
ation, while Wisconsin’s is $75,009 
annually. 


Tek Penny Sale 
Gets Big Push 
in J & J Drive 


New York, July 26.—Highlighting 


adorned its posters, in a heavy fall experts in the field heard both Dean |its selling theme of “two tooth. 
and winter campaign embracing, Five hundred races nightly are being staged on this new Atlantic City spectacular. H. H. Kildee, of the Iowa State Col- brushes, one for morning, one for 
among other media, 8,000 poster Each horse represents a Seagram Distillers product. Various colors are used to lege of agriculture, and Prof. W. B. | night, _ Johnson & Johnson, New 
panels in 500 markets. Newspapers identify the entries. The nner gone Y ie oe 50 by mT _ was de- | (Combs, of the University of Minne- Brunswick, N. J., will use color pages 
will be employed exclusively in cer- signed and constructed by Meswen Company, ‘Trenton sota, urge that a national coopera-| in three magazines beginning in Sep. 
tain metropolitan centers, such as |oOOOocooee ae 2 OOS tive campaign be launched in pro-|tember to promote a one-cent sale on 


New York, and increased space inj|to a full page in color, and close with | huge organization is contacted by no motion of butter, milk, cream, | Tek toothbrushes. ; ' ; 
half-pages in both color and mono-| less than 800 distributors. Lambert | Cheese, ice cream and other dairy Retail drug outlets in selected 


areas are already promoting the 
“two-for-51 cents” special with the 
aid of a special mass display mer. 


day. Some spot radio will also be | North, with half that period for areas ————- As chairman of the Minnesota |©handiser. The product is ordinarily 


used. where the weather is less rigorous. L ° Dairy Industries Committee, Prof. 
wi : mae 
| Foto to Lewin Combs said, “It is important, we |facturer has embarked upon a spe. 


The magazine schedule will open! Posting dates are staggered accord- 


price-fixed at 50 cents, but the manu. 


an Nov. 1, with schedules up to give in-|ing to the usual time for the first | _ oe a — Company, pes oe feel, not to push the product of our | Cia! sale bog an effort to convert more 
hee, sertions in Collier's, Country Gentle- | freeze. | Foto ‘Gaalite’ Maretenea "thee Yeon. | own state too much, Our commit-|©O"Sumers to the two toothbrush 
man, Liberty and The Saturday Eve- More than 100,000 Super Pyro ns 4 tin te | tee is convinced that what is needed | idea. 
: : . | to direct a newspaper and magazine Magazines which will receive col 
ning Post. The Post copy will start | dealers will be prepared to handle! campaign featuring its services for is a national program.” Present; * ' ‘ . 0 
with half-pages in color, work up|the demand, Mr. Gillette said. This! miniature camera users. /promotional methods, he indicated, |©°PY Promoting the special are Col. 


wit xRoee® The Time Buyer Says,— 


“Successful merchandising of grocery store 
products requires judicious buying of adver- 
tising ... buying based on making every ad- 
vertising dollar pay its own way—quickly!” 


“Kroger chose KMOX five years ago to ‘test’ 
radio. The suecess of this ‘test’ is evidenced 
by our continued, consistent schedule on 
KMOX—over 600 programs and 3,117 an- 
nouncements. With the current schedule of 
10 quarter hours weekly, KMOX continues 
to carry the Kroger radio advertising in this 
important market.” 


*& CHARLES “Cie” ROBERTSON, Radio 


Director for the Ralph H. Jones 
Company, Cincinnati, goes on to 
say, —“kroger store managers and their 
customers endorse our station selection. When 

surveyed they preferred KMOX by an over- 
whelming majority.” 
ADVERTISER, DEALER AND CONSUL MER 
preference for KMOX is further evi- 
denced by these facts: 


Local radio advertisers spend more money 
with KMOX than with the other two St. 
Louis network stations combined. 


Entirely disregarding the tremendous 
“outside” coverage of its 50.000 watts, MMOX 
has more listeners in St. Louis than all 


the six competing stations combined! 


KMOX 


a 50,000 WATTS ¢« ST. LOUIS « A CBS KEY STATION 


Owned and Operated by the Columbia Broadeasting System. Represented by Rapio Sates: 


a New York @ Chicago @ Detroit © Milwaukee © Birmingham @ Los Angeles © San Francisco 
“i 
¥, 
¥a 
. i 
« - 
ry a ~ at { 
s ‘ p 


lier’s, McCall's, and The Saturday 
Evening Post. Copy will feature the 
/$1 value of the combination, and tie 
up the double brush theme with 
Tek’s “double cleaning of both sides 
of teeth and gums.” A trade paper 
campaign is also being used. Ferry- 
Hanly Company handles the Tek ac- 
count. 


Prompt, ‘Frank 
Copy Combats 


| 
| Memphis, July 27.—Prompt adver- 
| tising action by Gadi, Inc., this week 
| Succeeded in scotching rumors here 
_to the effect that harmful results 
followed use of the company’s white 
|shoe cleaner. By discussing frankly 
| the chemical makeup of its product, 
|the company put to rest consumer 
|fears which were seriously affecting 
sales in shoe and drug outlets. 
| Copy appearing in the Press-Scimi- 
tar pointed out that the cleansing 
agent used is pure olive oil soap that 
“gently treats shoes like the skin on 
your face.” The whitening agent 
| was said to be titanium dioxide, “the 
most expensive and best whitening 
)agent known.” And the third ingredi- 
ent, “Carnauba wax,” was described 
as a substance beneficial to leather 
and responsible for the product’s “no 
rub off claim. The advertisement 
also asserted that manufacturers of 
America’s highest priced shoes use 
Gadi cleaner. 

Cole & Co. was the agency in 
charge. 


New Policy Adopted 
by “Associated Weekly” 


The Associated Weekly has dis 
continued representation of the Los 
Angeles Times, San Francisco Chrow 
icle, Oakland Tribune and Seattle 
Times, but will continue to service 
all existing advertisers under com 
tract or with whom contracts ar 
being negotiated. 

Everett A. Holman, president and 
general manager of Associateé 
Weekly, said that the change means 
that the organization will conce® 
trate its representation in markets 
chiefly outside of the three larges! 
Pacific Coast cities 


Bulletin Points to 
Sources of Research 

The 1938 edition of Market Re 
search Sources has been issued DY 
the Department of Commerce. TH 
booklet contains a mass of informé 
tion of interest to advertising 44 
sales executives. 

Copies may be obtained from the 
Superintendent of Documents, 6° 
ernment Printing Office, Washingto® 
D. C., or any branch office of the Dt 
partment of Commerce, for 30 cents 


Anti- Gadi Talk © 
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SUIT STARTED 
IN NEW JERSEY 
SALES ACT ROW 


Super-Market Sneers af 
Grocers’ Law 


New York, July 26.—A suit to test 
the constitutionality of New Jersey’s 
fair sales act, passed over the gov- 
ernor’s veto at the last session of 
the state legislature, was filed yes- 
terday in suburban Hackensack by 
the Retail Grocers’ Association of 
New Jersey, most active proponent 
of the new law. Defendent in the 
case is Packard-Bamberger & Co., 
Inc., operator of a super-market in 
Hackensack, whose president, Frank 
W. Packard, promises to carry the 
case to the highest court. 

Packard- Bamberger deliberately 
sought the test recently through an 
advertisement in the Bergen Evening 
Record in which the company de- 
nounced the new law and proclaimed 
its intention of violating the statute 
to determine its validity. 


Smart Buying Defended 


The law in question is aimed 
against the use of loss leaders in | 
retail merchandising and prohibits | 


the sale of commodities, at, retail, 
below cost, cost being defined as “the 
most favorable price available” with- 
in 30 days. Mr. Packard maintains 
that, by careful and timely buying, 
he is able to sell at prices below such 
a standard of cost, and still make a 
profit. 

“The fundamental point, however, 
is not in the application of the law,” 
Mr. Packard told ApbvertTisine AGE 
today, “but in the question of whether 
or not the legislature has the right 
to fix prices at any level. It is my 
conviction that they have no such 
right, and that to confer such a right 
on them would be disastrous to busi- 
ness.” 

The advertisement in which Pack- 
ard-Bamberger challenged the fair 
sales law was headlined: “We are 
wilfully violating the most pernicious 
law ever passed in the state of New 
Jersey.” It referred to the act as 
“highway robbery” and went on to 
state: 


Consumer Service Stressed 


“We have always considered our- 
selves the consumer’s agent, buying 
and selling for the consumer’s ac- 
count, for which we charge a com- 
mission—our profit. As buying agent, 
loyal to the interests of our cus- 
tomers, we have made a reputation 
and we refuse to see them cheated. 
If fair trade practice is buying a 
fifth of Scotch at $2.19 and being 
forced to sell it at $3.29—a profit of 
over 50 per cent—we want none of 
ag 

Among the items offered in the 
advertisement were Maxwell House 


coffee at 22 cents a pound; Dole 
iced pineapple, two cans for 31 
cents; shredded Ralston, two pack- 


aces for 23 cents; Gold Dust at four 
cents and 15 cents. 


Small Business Men 
to Hold Convention 


The first national convention of 
ill business men has been set for | 
Sept 3-16 at Pittsburgh, the Na- 
al Small Business Men's Associa- 
Cleveland, announced. 
\mong subjects to be discussed 
be repeal of many of the super- 
is laws on the federal statute 
s, and revision of anti-trust laws 
ake them more understandable | 
isiness men. 


Snider to Hoyt 
ider Packing Corporation, Ro- 
ester, N. Y., has appointed Charles | 
Hoyt Company, New York, as ad- | 
‘*rtising agency. 


_Food Group to Meet 


‘ational Food Distributors Asso- 
n will hold its 11th annual con- 
n Aug. 17-20 in Cleveland. | 


~y 


W 


National Expands 
Its Vitamin Field 


With purchase of the Vitab Com- 
panies, National Oil Products Com- 
pany, Harrison, N. J., will extend its 
vitamin operations into all phases 
of the food, dairy, baking, pharm- 
aceutical, drug and animal  hus- 
bandry industries. 

The Vital Corporation has been or- 


ganized as a wholly owned sub- | 
sidiary of National Oil Products | 
Company. 


New Weekly to Appear 


Publication of Protestant Post, a 
weekly with offices at 130 Flatbush | 
avenue, Brooklyn, is planned for Sep- 
tember, according to Frank R. 
Heinze, editor. 


| 


Recovery 


Before Autumn? wishing that seme 


August off the 1938 calendar, for 


Briggs Champs 


Mix Business 
with Pleasure 


(Picture on Page 31) 
Detroit, July 28.—After driving 
10,000 miles in 40 days as advance 
agent for the Briggs Beautyware 


|softball team, claimant of the world 
| championship, Josh Sarasohn, direc: | 


tor of advertising and sales promo- 
tion for Briggs Manufacturing Com- 
pany, slid his brogans under his own 
desk today and resumed his chores 
on a stationary basis. 

The Briggs team, 


Briggs em- 


Millions of 
people, * including 
nearly all business 
men, must be 


miracle would 
throw July and 
there is almost universal 


B® belief that in the Fall we shall see a vigorous upturn. 


for Fall Recovery 


ePRR RRL 


‘ 
Ae ee 


Indices Augur Well . 0 
for Preparation Now 


wis f 


I The FARMER 
STOCKMAN 


MISTLETOE 
EXPRESS _ 


-KVOR 


Colorado Springs 


latial Covered Wagon trailer, which 
was traveling showroom and sound 


truck in one. Mr. Sarasohn found | for 
|sport editors “salt of the earth,” 
and the hinterland slightly crazy 


about its softball. As many as 17,- 
‘(00 paid their way through the gates 
for a game, so that the Briggs ex- 
cursion was free of strain on the 
exchequer. 
Tie-in With Local Stores 

The team is 
Plumbers.” end 
Not overlook its 


known as “The 
Mr. Sarasohn did 
namesakes in his 
travels. He distributed window 
banners, window cards and score 
‘cards to the trade at each stop, add- 


| The two-color score card given to 
| spectators not only carried space 

keeping track of plays, but 
showed the ball players performing 
in their native habitat, producing 
Briggs products. The scorecard also 
| featured the Beautyware’_ safety 
|bathtub, designed to protect the 
|public during hazardous immer- 
| sions. 


| Raleigh to Sawdon 

| Frank B. Sawdon Advertising, 
| New York, has been appointed to 
direct the advertising of Raleigh 
Manufacturers, Inc., Baltimore, mak- 
er of Raleigh and  Pace-Setter 
clothes. National magazines, trade 


‘ng the cries of the industry to the | papers and direct mail will be used. 


Th E MONEY 
IN OUR POCKET 
ISNT NEWS 


HILE the rest of the country is talking 
of upswings, trends toward prosperity, 


returning business, increases for fall, Okla- 
homa is serenely aware that although its 
income is on the increase there never has 
been a real pinch in Oklahoma pockets. 


Since January, 1938, the expert business 


forecasters consistently have placed Okla- 
homa in the Bright Spot, have pointed to 
Oklahoma as a stable market. With a wheat 
crop well above the average out of the fields 
two months ahead of the rest of the country — 
with livestock conditions better than in years 
— with department store sales 11% higher 
than the nation’s average — with building 
material sales up 30% from a year ago — 
with the third best automobile sales in the 
nation — Oklahoma business is good NOW 
and fall business prospects look even better. 


We're glad to see the rest of the country 


pulling out of a slump. We are proud that 
Oklahoma has never been in the repression 
trough. To make sure that Oklahomans will 
dig into well filled pockets for your products 
put your sales messages in their favorite 
newspapers, the Oklahoman and Times. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


OKLAHOMA CITY 


REPRESENTATIVE — THE KATZ AGENCY, INC, 
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Is There a Movie Monopoly? 


The Department of Justice is pro- 
ceeding against the principal produc- 
and distributors of motion 
tures under the 


law, contending that 


ers pic- 
anti-trust 
ef- 


fective monopoly in both the manu- 


Sherman 
there is an 


facture and distribution of films. 

A great deal of information can be 
brought 
charges. Block booking, for instance, 
deprives the 
of the right of choice, and 
him to take the mediocre product of 
the studios in order to get the desir- 


forward to support these 


independent exhibitor 


requires 


able pictures. This is a _ situation 
against which the exhibitors have 
been clamoring for years, and it 


has been a sufficient grievance to re- 
sult in bills being introduced in 
Congress aimed at the elimination 
of the practice. 

The larger producers also control 
exhibition facilities in 
and because of this 
lack the competitive 
keeps independent 
their toes, not only in the selection 


cities, 

they 
urge which 
exhibitors 


many 
condition 


on 


of pictures, but in their promotion. 
for ex- 
ample, is very different when a city 
has effective 


Scheduling of release dates, 
competition as com- 
pared with what happens when one 
organization controls all of the im- 
portant theaters in a community. 
The motion picture industry has 
been in the doldrums this vear, with 
complaints general as to poor busi- 


ness. The radio is blamed by some 


the National 
Council, there was a 21 per cent de- 


According to 


crease in automotive acidents during 
the half of 
with 1937, in spite of an increase in 


first 1938 as compared 


automotive mileage of 1 per cent, 
This substantial improvement justi- 
fies the feeling that the long con- 


tinued efforts to wake up the coun- 
try to the of the situa- 
tion are finally bringing results 


seriousness 


No one factor can be credited fully 


with the improvement in the motor 
accident situation, since many ele- 
ments have combined to make driv- 
ing safer fetter roads, better 
inspection of cars, licensing of driv- 
ers and other controls have been 
established, and all of these have 
helped enormously. But certainly 


the educational advertising which 
has been carried on continuously 
during the past decade or more has 


played its part in making the public 


aware of the necessity for greater 
care in handling the constantly 
vrowing volume of motor traffic 


| hibitors 


but it is 
the main trouble is lack 
The 
under which pictures are made and 
may 
fact 
disappointing 


for the situation, 
mitted that 
of good 


pictures. conditions 


distributed have something to 
with the 


ductions are 


do that so many pro- 


and fail 
to attract public interest. 

At the time, the industry 
has failed to do the advertising and 
which the 
the available business justifies. Most 


Same 


promotion job extent of 


promotion is of a routine and _ per- 
functory with the 
that public interest is not properly 
stimulated. The feeling seems to be 
that free publicity will carry the 
load, although experience has proved 


character, result 


that it cannot be counted on to build | 


Some of 
the 


up profitable audiences. 
the largest exhibitors in some c. 
largest cities, operating on a 
monopoly basis, do the poorest pro- 
motion jobs in the entire country. 

film 


competition 


The tightly integrated indus- 


try needs more 
more promotion if it is to retain the 
hold on the public which good 
tures justify. Better 
poor pictures shelved instead of be- 


the 


pic- 
pictures, with 
ing forced down throats of 
and 


@x- 


an adequate basis to sell individual 


productions, would go a long way to- | 
ward solving the current and future | 


problems of the great entertainment 


business of America. 


The Safety Idea Gets Over 


Safety | 


jand 


Insurance companies, motor car 


tire companies, manufacturers 
and 


the 


materials educational 
like National 
Safety Council have done a fine job 


of road 


organizations 


in informing and arousing the pub- 
lic The 


pany has been a pioneer in this field, 


Travelers Insurance Com 


and has rendered especially good 


service in the tabulation of accurate 
statistics reflecting the trend, 
The fact 


has been recorded does not mean that 


that some improvement 


the fight has been won, but it should 


encourage everybody concerned to 
increase the efforts which are being 
made to make motor travel safe. Ad 


vertising and educational work, on 


many tronts and in many directions 
should continue to be a prime factor 
in bringing about a continuous re 
duction in the number of automobile 
accidents, thus reducing what has be 


come a heavy economic burden as 


well as an intolerable toll on human 


lives 


i 
3 


also ad- 


hear: | 


and | 


the public, and better | 
promotion, with advertising used on | 
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PAGE THE NEW FOOD AND DRUG ACT 


a 


ad 
ae 


—Liberty 


“It says on the bottle to take a teaspoonful in water after meals, ma." 


Ad-libbing 


‘New Educational Wrinkle 

Reproduced here is a Calvert 
| School advertisement out of a recent 
issue of Automobile and Trailer 
Travel, addressed specifically to the 
parents of “trailer children.” 


SCHOOL PROBLEM 
SOLVED FOR 
TRAILER CHILDREN 


Calvert School Teaches Children 
Who Travel 


Thousands of children traveling in trailers 
or living on ranches, farms and in isolated 
places all over America, are receiving a 
superior elementary education with Cal- 
vert School Home 


Instruction Courses. 


These same courses have been used for 30 
years to educate the children of American 
Army and Navy officers, State Department 
and other world 


officials, missionaries 


travelers, 


Each course is complete with all beoks, 
materials and teacher guidance. Endorsed 
by educators and The cost is 


low. Write today for free illustrated cata- 


parents. 


log, describing these world-famous cuurses. 
State child's age. 


Donald Wells Goodrich, A.B., M.A., 


Headmaster 


CALveRT ® scHOOL 


278 W. Tuscany Rd., Baltimore, Md. 


home study courses have been used 
for 30 years to educate the children 
of American Army and Navy officers, 


State Department officials, mission 
aries and other world travelers, but 
jit still remains to be seen whether 
trailer children can be induced to 
take their lessons seriously while 
careening across or around = the 


| country. 


How About Related Selling? 
Having just returned from a shop 
ping expedition to one of America’s 
largest men’s stores, we are again 
impressed with the difficulties placed 


in the way of the shopper, probably 


for very good reasons from the stand 
point of the retailer, but nevertheless 
causing considerable 
patrons 

Going into the store we had thre¢ 
purchases to make: a swim svit. a 
beach robe, and a pair of beach san- 
dals. We found the swim suit on 
the third floor, without too much 
difficulty, but it turned out. upon in- 
quiry, that the beach robes 
the mezzanine and the beach sandals 


The | 


annoyance to} 


were on 


on the main floor. 
and so the beach 
went by default, 
|be picked up 
venient. 
There are probably any number 
,of good, sound, logical reasons why 
these three items must be distributed 
jamong three different floors in a 


robe 
and will 
elsewhere 


probably 
when con- 


chaser it seems like fairly simple 
reasoning to keep these related items 


somewhere near each other. 


A Boost for Pictures 


Good old Dorothy Dix has thought 
;}up a new reason for taking snap- 
shots, and in the Eastman Kodak ad 


tells what it is: 

“I can’t see why girls don’t use 
more system in their seurch for the 
one-and-only man. Every big busi- 
;ness uses system, and love-and-mar- 
|riage is the biggest, most important 
Oo Oy « «-8 
| “When you meet a boy you like, 
|}get some snapshots of him. Keep 
these. Save the snapshots of all the 
boys you like. Then, when a new- 
comer appears, and tries to rush you 
off your feet, look at the snapshots 
of the others. ... 

“Nothing awakens memories like a 
Snapshot. As you see the faces of 
good old Tom and good old Dick, you 
may find that one of them 
means more to you than your new 
friend. If so—you're saved from 
making the wrong choice in the most 


really 


|important decision of your life!” 
NIAA Moves Forward 

We've just learned that the new 
Mason-Dixon Industrial Advertisers 


chapter of National Industrial Ad- 
Association is the 16th 


chapter to affiliate with the national 


vertisers 


body, appropriately coming under 
the NIAA wing in the 16th year of 
its existence. And we've been dig- 


| ging into the statistics on the NIAA, 
coming up with some surprising fig- 
which indicate that 
advertising organizations, 
NIAA is a mighty big pumpkin. 

For instance, NIAA has 1,135 
members, of whom are active 
| members, which means that they are 
connected with firms which do in- 
dustrial advertising, or with adver- 
tising agencies. Its 16 chapters have 
1017 NIAA members, the other 118 
members being men located in places 
|where there are no chapters 
(And “members-at-large” pay 
twice 

The 
leaps 
five 


ures seem to 


among 


now 


782 


loeal 
these 
the 

organization 
and 
years 


normal dues!) 


has grown by 
the past 
its present 
1933, when 
revealed 
dues-paying members. 


bounds during 
up to 
point in 


housecleaning 


coming 
level from a low 
a general 
lonly 387 


It was a hot day, | 
and sandals | ‘ 
|} ownership, economic status of fami- 


men’s store, but to the ordinary pur- | 


| 


| 
| 
| 


running in magazines currently, she | 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execu. 
tive writing on his business letter. 
head. 


No. 1387. NBC Charts. 

National Broadcasting Company 
has issued these three charts—the 
first covering time zones of United 
States, with cities of 25,000 and over 
tabulated alphabetically, and_ the 
time zone specified for each. The 
second chart lists radio families by 
city size, income group and time 
zone, and the third provides a calen- 
dar of starting and ending dates for 
quick computation on program re- 
newal orders. 


No. 1380. Chain Drug Business Is 
Where Business Is. 

Chain Store Age has issued this 
analysis of the chain drug field, 
showing the number of units oper- 
ated by the various drug chains. 
Cities are listed both in alphabetical 
order and by states. 


No. 1381. 1938 Kansas Radio Listen- 
ers Survey. 
This comprehensive study of radio 
listeners’ habits and preferences has 
been issued by Station WIBW. Set 


lies, listening hours, station prefer- 
ences and program ratings are some 
of the many subjects covered in de- 
tail. 


No. 1382. Brand Preference Survey, 
Little Rock, Arkansas. 

Issued by Arkansas Democrat, this 
study shows the brand preferences 
of housewives in the Greater Little 
Rock market, and covers canned 
foods, soaps, cereals, coffee and many 
other household products. 


No. 1383. 1938 I Buy Quiz. 


This analysis of purchasing habits 
in the Madison, Wis., market, 


| issued by The Madison Newspapers, 


covers brand preferences for food 
and household products, beer, elec- 
tric and safety razors, tobacco prod- 
ucts and dog and cat foods. 


No. 1364. No Other Publication Does 
This for Farmers. 

Farm Journal has Issued this bro- 
chure showing how it gathers news, 
interprets news that affects farming, 
and delivers both in time to be use- 
ful to farmers. Several examples of 
the publication’s four-day writer-to- 
reader service are given. 


No. 1367. Rapid Copy Service Com- 
pany Stats. 

This reference manual, issued by 
Rapid Copy Service Company, con- 
tains a host of time, money and labor 
saving applications for the photostat 
user. Numerous lettering effects, bas 
relief, curved, and colored ’stats and 
‘stat montage are among the inter- 
esting examples shown. 


No. 1360. Happy Thought for Travel- 
ers. 

In this small folder, Railway Ex- 
press Agency offers an outline of its 
service, with some helpful sugges- 
tions for travelers when packing and 
shipping baggage. 


No. 1377. 
lation 


Fourth Annual Circula- 


Breakdown. 

Circulation, both home delivered 
and total, is shown in this break- 
down issued by the Daily News and 
Evening News, Los Angeles. Charts 
show the trend since 1933, and map 
and tables give circulation figures by 
districts and towns in the Los An- 
geles market. 

No. 1350. Route List of Retail Drug 
Stores in Denver. 


This pocket-size booklet, issued bY 
Radio Station KLZ, contains a com 
plete list of retail and wholesale 
druggists, and national and_ local! 
drug chains in Denver and its retail 
trade area. 
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Before the Harvest i 


comes the (Planting | 


stretches of the Middle West. Heavy rains had made planting impossible, and farmers 


Early June saw corn still unplanted in great 


faced a major problem: Was there still time to plant corn? Or would it be wiser to 


substitute some other crop? Which crop? 


Time meant money. And this is where Farm Journal’s short closing came in. Catching 


the issue as it went to press, the editors suggested abandonment of corn — substi- 
tution of soy beans. Within four days, Farm Journal subscribers were reading that 
suggestion — reading it while there was still time to plant. And for many farmers, 


apparent losses were turned into potential profits. 


Month after month, Farm Journal’s four-day writer to reader service operates in the 
interest of profitable farming ...... one reason why advertisers are finding its 


pages so productive. 


ee a 


THE NATIONAL NEWS MAGAZINE FARM 
FOR THE FARM FAMILY : 
J OURNAL 7 


‘ Washington Square «+ Philadelphia 
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= — “s — ’ _aeeneneneene see 
ere |read in recent years about “Truth in| BRAINS AID BEAUTY 

| Advertising” we come to this! 

4 e | For some reason it reminds me of 

O l Gc e O t Ee V e rt 1 a, e Tr lone Sunday evening last winter when 

| my young high school daughter, | 

‘ , . — ‘ ‘after listening to the blurbs—par- | 

This department is a reader’s forum. Letters are welcome. da tee—aonieelidn~el tees ane 

. ° . : a _ P ¢ aid: “Dad, 

Meet Mr. Exide COMPOSITE OF 67 IN |_| Dislikes Exuberance poms egy A gece ding gy: 

To the Editor: Here is a photo- in Advertising Copy) ju: don’t some of the things adver- | 

_ gl agg eM et = sy scaee -_ —_— ees |tisers do make you un-proud?” Which | 

ee ee | your July 15 tssue yrancts Finkelhor | phservation on her part would seem 

created by combining the _ photo- of New York City writes: 


graphs of 67 Exide employes, repre- 
senting every department of the 
company’s activities, into one  por- 
trait. The purpose of “Mr. 
was to show our customers that the 
trade-mark Exide and the name, The 
Electric Storage Battery Company, 
represent more than a bat 
tery, or acres of machinery and 
buildings. It represents a “company 
of men” anxious to serve its custom- 
ers’ needs, and proud of its contribu- 
tion during the past 50 years. 

A. N. DINGFEE, 
Manager, Electric 
Battery Company, Phil- 


storage 


Advertising 
Storage 
adelphia 

v v v 


Horseman Speaks 

To the Editor: I have spotted in 
your “Rough Proofs” column an 
amusing repercussion from my letter 
which you published in “The Voice 
of the Advertiser” ... the one call- 
ing your attention to the fact that 
the steed on the Brown & Williamson 
tobacco tin is not, as you stated, a 
race horse. 

And again there has been a 
“serious” error made. 


very 
Or so it must 
The 
up 


be to anyone who knows horses 
“Rough Proofs” 
. but Brown & Williamson are 
concerned with making it look like 
a thoroughbred to the consumer.” 
Now, just for fun, there is no such 
thing as a thoroughbred but 
there is the Thoroughbred horse. 
Reason: Thoroughbred when used in 
connection with horses is a noun, 
never an adjective. It is the name 
of a specific breed of horse, just as 
is Standard, or Arabian, or Clydes- 
dale or Percheron. All horses racing 
on race tracks and courses (and cer- 
tainly any horse aimed to impart 
B & W's famed Kentucky horse rac- 
ing atmosphere should be included) 
must, by the rigid rules of racing, 
be Thoroughbreds, registered in the 
Stud Book of that particular breed. 
So you see, there is all the differ- 
ence in the world between “pure 
bred” and “Thoroughbred,” and while 
it is true, no doubt, that B & W have 


squib ends 


horse, 


. 


Exide” | 


succeeded in making this 


versial equine look like a “Thorough- | 


bred” to many of its loyal smokers, 


I am certain that many of them 
those who know their race horses 
would never so mistake him. A pure- 
bred, like the product, yes. But a 
Thoroughbred, never! 
Frevertck Bowes, Jr., 
Stamford, Conn. 


~~ & 


Decries War Appeal 
To the Editor: “It 
here!”’. . . Says who? 
The accompanying Raytheon tube 
ad which appeared in the July issue 
of Radio Retailing struck me as be- 
ing the height of taste and a 
disgrace not only to advertising, 
but to any business man who guards 
with pride our democracy. 
I have seen testimonials from un- 


can't 


poor 


}usual sources and from all types of 


| brings 


EQuirP 


ee erperave sree 
T. earite oo og tette yawn? 
N he «* erae 
or ‘ ah oe an 


ly oo BAY '” 


cence aw 


persons, but I think this advertiser 
has carried this a little too far. 
Radio tubes are responsible for the 
entertainment and pleasure’ radio 
into our homes. This dis- 


happen | 


“As speeches and narratives are 


permitted certain licenses, so adver- | 


|tisements and advertisers are en- 


titled to similar licenses. The 
expression of an advertiser’s ap- 
praisal of his own product is per- 
missible. There is no limit to this, 
provided these expressions do not 
contain statements of fact.” 

On page 12 of your July 25 issue 
in your editorial “What Is Advertis- 
ing?’ you say: 

“Since persuasion . . . is the 
primary purpose of advertising, the 
character of the persuasive argument 
should be regarded in the same light 
as the conversation 
who is endeavoring to crystallize the 
decision of a reluctant buyer, and 
who uses arguments which are not 
factual in a scientific way, but which 


‘are intended to create confidence of 


| 


| 


tasteful tie-up should be barred from | 


any respectable publication. 


WILLIAM F. SigMUND, 
Henry J. Kaufman Agency, Wash- 
ington, D. C, 


WARFARE THEME DRAWS ADMAN'S FIRE 


as or . gare De* 


“RAYTHEON 


' 
ws, wanes. 7 SAP pan 
70 


al 
youn sate ant* 


contro- | satisfaction in use.” 


/to support that other statement in 
_your editorial: 

“Yet many consumers who criticise 
| advertising base their objections en- 
tirely on their conception that it is 
intended only to provide detailed in- 
‘formation about products.” 

| If the best defense that Advertis- 
ing has left is that its primary pur- 
pose is to give consumers “licensed 
| persuasion” then it is no wonder the 
| FTC is leading us to the wood-shed! 


of a salesman | 


HARRY CLATFELTER, | 
Advertising, Peoria, Ill. | 
v v . 


Beauty Plus Brains 


To the Editor: As a subscriber and 


ardent reader of your fine publica- | 


| 


no time in making a montage and 
photographic copy and having glossy 
prints run off, a sample of which is 
enclosed. The prints were immedi- 
ately distributed to art directors of 
advertising agencies. 
This was entirely her 


own idea, 


|tion, it occurred to me that you | and it seems to me such an enter- 
| would be interested in seeing how a| prising person deserves some men- 


New York photographie model uses | tion in your paper. 
her brains as well as her beauty. 


MurrkAY SONNENSCHEIN, 


| Carol Ann Brown, the girl on the | Acme Newspictures, Inc., New 
So-o-o-o—after all we've heard and | cover of Life, issue of July 18, wasted| York. 
_ fe ne . a 
Printing 
| Catalogues e Publications e General Printing 
| Direct Mail Advertising | 
| ARTISTS © COPYWRITERS © ENGRAVERS © ELECTROTYPERS 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPE™ 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


i ——— Grg——/ 


workmen 


All Departments 


PLANNING ®@ 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 


Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 


liver to the post office or custom- 
ers as fast as printed and bound) 


PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 


ELECTROTYPING AND 
ENGRAVING . 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our crowing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


—_~ 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


Polk and La Salle Streets 


Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


RIGHT PRICE 

Because of superior 

facilities and efficient 
management 


Chicago, Illinois 
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SHELL EXECUTIVE 


Bright Outlook 
Spurs Plans on 
Furniture Week 


Chicago, July 26. — Successful 
sales results scored at the recent 
summer market show staged here 
by furniture manufacturers has in- 
spired the decision to repeat Na- 
tional Furniture Week, Sept. 17-24, 
Clark B. Kelsey, merchandising di- 
rector of the National Retail Furni- 
ture Association, said today. 
the time of the show, Mr. 
said, it was not expected that gen- 
eral business conditions would war- 


rant 


Up to| 
Kelsev | 


ADVERTISING AGE 


re-Staging of the event. The 
| promotion will be national in scope, 
which is being supported by the 
NRFA, National Furniture Manufac- 
urers Association and the Southern 
FYuinture Manufacturers’ Associa- 
tion, and is expected to call for a 


tising. 
2,020 Retailers Participate 


The 19387 week gained the support 
of more than 2,000 retailers who 
spent an estimated $5,000,000 in spe- 
ial display copy. Much of this ap- 
neared in 300 special issues pub- 
lished by newspapers 
he country. The forthcoming week 
will be the fourth staged by th 
three groups. 


throughout | 


Record Budget 
for Swank in 
6-Month Drive 


New York, July 26—Fall promo- 
tion of Swank Products, Attleboro, 
| Mass., will be supported by the larg- 
est advertising appropriation in the 
company’s history. Both national 
| magazine advertising and cooperative 
| jocal newspaper advertising will be 
increased. 

The campaign will start in August 


substantial amount of retail adver- | 


}and will continue through January. | 


|Full pages in color will appear in 
Collier's, Esquire, Good Housekeep- 


J. T. Irvine, new advertising and sales 
promotion manager of Shell Petroleum 
Corporation, St. Louis. 


Vita mins Plus 
Budget Doubled 


to Sales Pace 


New York, July 26.—Doubling its 
advertising schedule to keep. step 
with doubled sales, Vitamins Plus, 
Inc.. maker of the food concentrate 
in tablet form, is entering its second 
year by adding two magazines to its 
list and increasing the frequency of 
insertions in others. 

The company is currently spending 
$40,000 a month for advertising na- 
tionally,;and an additional $20,000 a 
month in cooperative newspaper pro- 
motion with local department stores. 
New on the magazine list are For- 
vne and Time. Publications pre- 
viously used in which advertising is 
being increased are H-ase- 
keeping, Harper’s Bazaar, Town «& 
Country and Vogue. 
i Although summer has always been 
considered an off season for vitamin 

products, Vitamins Plus is disprov- 
ing this contention. Henry B. Sell, 
president of Blaker Advertising 
Agency as well as the vitamin com- 
pany, said that sales during the week 
ended July 16 were almost double 
any other week in the company’s his- 
tory. 

Mr. Sell predicts that October sales 
will double July’s mark, even though | 
July volume was twice April's. About | 
175 large department stores in 46. 
States now carry the product, and | 
most of them are increasing their | 
hewspaper space. Cooperative local | 
advertising is placed on a 50-50 basis. 


BBDO to Establish 
Cleveland Office 


satten, Barton, Durstine & Os- 
born, Ine., will open an office in 
Cleveland early this fall. Clarence 
L. Davis, vice-president and one of 
the owners of the agency, will be in 
charge. 

The new Cleveland office will be 
BBDO’'s seventh, the other six being 
located in New York, Chicago, Bos- | 
‘on, Pittsburgh, Buffalo and Minne- | 
‘polis 


Good 


Holschmaker Enters | 


Retail Promotion 
A. H. Holschmaker, promotion and | 


bublicity manager of Goldblatt’s | 
State Street store in Chicago, has | 
Signed to enter the retail sales 


Promotion field. 
\fter Sept. 1, he will occupy offices | 
Merchandise Mart, Chicago. | 
semen | 


“Journal-American” 
Reduces Line Rate 


York Journal-American has | 
need a new national advertis- | 
te of $1 per line. The new 

rate is $1.25 per line. The 
daily rate was $1.25; Sunday, 


ty - 


Gussow, Kahn Appointed 
as w. Kahn & Co.. Inc... New 
8 been appointed to handle 
rtising of Murray Hamburg 
facturer of evening gowns 
Pressner & Co., importer and 
rer of toys. both in New 


| ing, Ken, Life, The Saturday Evening 
Post and Time. 

Packaged sets of Swank men's 
| jewelry will be featured for holiday 
|selling, the more important items to 
| be reproduced and described in copy. 
|Gold-filled jewelry as well as more 
popular priced sets, will be included. 
The company will continue its cus- 
tom of meeting part of the cost of 
‘local newspaper tie-ups, and a sub- 
stantial increase in the number of 
cooperating retailers will insure 4& 
_wider coverage than ever before. 
| The account is handled by Alfred 
| J. Silberstein, Ine. 


Sills Moves 


Theodore R. Sills & Co., Chicago, 
has moved to 43 E. Ohio street. 


There's gold in those long fertile furrows! Nebraska farm land and 
buildings are valued at more than twice the national average per 
farm. Nebraska farmers have already started to harvest one of the 


greatest crops in many years. 


Ross Federal’s new farm survey of Nebraska reveals the fact that 
Nebraska farmers prefer WOW—daytime, evening and for news- 
casts. Write for your copy of the survey, “Farmers Aren’t Hicks.” 


* 


* 


OMAHA, NEBRASKA 


590 KC 


5,000 Watts 


On the N.B.C. Red Network 
John Gillin. Jr.. Mgr. 
John Blair Co., Representatives 
Owned and Operated by the Woodmen of the World Life Insurance Society 
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ADVERTISING AGE 


August 1, 1933 


Census Pattern 
Guides ‘Home’ 
in New Study 


New York, July 28.—First to break 
down its circulation by both cities 
and suburbs to parallel a study of 
population recently made by the 
United States Department of Com- 
merce, The American Home has is- 
sued a booklet, “The 96 Richest 
Markets,” giving the results. Several 
other leading magazines are said 
to contemplate circulation analyses 
based on the Department of Com- 
merce figures. 

The government report included 96 
cities of 100,000 and more population, 
with their suburbs, showing the divi- 
sion of population between cities and 
suburbs. Since this study is com- 
paratively new, and no _ previous 
figures are available, the exact rate 
of movement of population from 
cities to suburbs is not defined. That 
there has been a definite trend away 
from the cities to suburbs is indi- 
cated by the census study: 

The Department of Commerce 
found that these 96 cities and their 
1,186 suburbs account for 61.1 per 
cent of all retail store sales, ranging 
from 48.7 per cent of filling station 


VAT MARKET 
ae es 
PLAN 


a 


ADVERTISERS AND AGENCY MEN HEAR OF SPOT RADIO PLANS 


Scene at Netherlands Plaza Hotel, Cincinnati, as William G. Rambeau explained plans to simplify use of spot radio. Left side 

of table, William Ramsey, A. N. Halvestedt and J. W. Wilkensen, : 

Station WCKY, with L. B. Wilson, head of the station. Right side, William G. Rambeau and his aide, William H. Cartwright; 

Stanley A. Willer, The Ralph H. Jones Company; Pat Kelly, Thompson-Koch Company; C. M. Robertson, Ralph Jones; Miss 

Kennedy, Kroger Grocery & Baking Company; Lloyd Venard, WCKY; A. E. Johnston, Kroger; M. Rosenberg; Arnold Berman, 
Crown Overall Mfg. Company; Clark Branion, of Rambeau, end F. H. Weissinger, WCKY. 


Procter & Gamble Company; Messrs. Mitchell and Moore, 


sales to 82.0 per cent of net whole-| its circulation shows 61.82 per cent cent in 150 cities of 25,000 and up 


sale sales. 


concentrated in the 96 metropolitan 


whose suburban limits have not yet 


P : . ' € ~ | fi > « 26 re j 
The A merican Home's analysis of districts and their suburbs: & 82 pel been de fine d, and 29.36 per cent In 


Too many people, i 
who would sell goods or 


and speak with a deey 
Too many people 

superintendents spend t 

their noses buried in se 


treatises, and are about 
verbial absent-minded | 


the record straight: 


any more generally than 


three is a physician. 
More than half of all 


intendents are women. 


istrators and business 


\ 
, SV / 
ay ee. ~~) a, 
’ > ee 
a? 
a \ 


neluding those 
services to hos- 


pitals, still think that hospital superin- 
tendents wear beards, pince-nez glasses. 


» Latin accent. 
think 


heir time with 


hospital 


ientific medical 
as practical in 


every-day business matters as the pro- 


»rofessor. 


If you think these things, let's get 


Hospital superintendents don’t wear 
beards (at least they don’t wear them 


bankers or auto 


mechanics or sales managers). 


Only one hospital superintendent in 


hospital super- 


Hospital superintendents are admin- 


managers 


Hospital Management 


The National Magazine of Hospital Administration 


' 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York ANY 


Hospital Superintendents 


>\ Don’t Wear 


Py Beards 


men and women whose job it is to run 
the complex institutions that are mod- 
ern hospitals efficiently, economically 
and soundly. 

Most hospital superintendents think 
more about such prosaic things as food 
costs and quality, building maintenance. 
linens, elevator service, ete.. than they 
do about purely medical things. 
HOSPITAL MANAGE. 
VENT, which has pointed editorially 
at the 


That's) why 


practical business aspects of 
managing and operating hospital plants 
and services, is the recognized business 
paper of the hospital field. It talks to 
the practical business executives of 


hospitals in practical business terms 
about the business of conducting institu- 
tions for the care and treatment of the 
sick and injured. 

If you have a business story to tell 
to the business men who run America’s 


hospitals, HOSPITAL MANAGEMENT 
is the place to tell it. 


|than in the central city. 
|subseribers per 1,000 native white | 


_ But Rates Hold 


ete 

f 

— 
es? 
Pie 


15,238 cities and towns of less than 
25,000 population. 

Figures by cities show, for in- 
stance, 5,605 circulation in the total 
metropolitan district of Akron, which 
has a population of 65,210 native 
white families. This means a circu- 
lation of 86 per 1,000 native white 
families. The magazine’s circulation 
is considerably higher in the suburbs 
It has 8&3 


families in the central city, and 93 | 
in the “outside central city.” The} 
figures are broken down further to | 
give details of circulation in each | 
suburb. 


Trade Papers’ 
Circulation Up 


New York, July 27.—Of 349 class, | 
trade and technical publications with 
ABC or CCA affiliation, 285 increased | 
their circulations in 1937 as com- | 
pared with 1936 and 121 raised their | 


| 


|} one-time page rates, according to the 


fourth revised edition of “A Rate | 
and Circulation Study” just issued | 
by the Association of National Ad- | 
vertisers, Inc. 

The study was prepared by the 
sub-committee on trade and indus- 
trial publications of the industrial 
advertisers’ committee, and = gives 
complete information on rates, circu- 
lation and costs of 257 ABC and 101 
CCA publications for the nine-year | 
period 1929-1937. For each year there 
is given the total average circulation, 
renewal percentage, per cent of un- 
Classified and miscellaneous circula- 
tion, black-and-white page rates, cost 
per thousand circulation, circulation 
per dollar at one-time rate, number 
of issues per year and page sizes 

The study showed that although 
158 publishers bore increased costs 
per page per thousand, only 121 
raised rates. 


Rate Rise Announced 
by “Tool Engineer” 


Bramson Publishing Company, De- 
troit, has issued rate card No. 5 for 
Tool Engineer, indicating a rate in- 
crease effective with the October is 
sue for new advertisers, and the 
January, 1939, issue for all adver- 
tisers who have used space during 
the past year. 

The rate increase was said to cover 
an advance of about 50 per cent in 
circulation 


Names New Service 


Evans Products Company, Newark 
N. J has appointed § the 
formed Marketing Associates, In 
Newark as national distribution 
’ A\lkosave Platt-Forbes 
New York, will release a trad 
iign immediately with con 
svmer advertising to follow in the 


newly 


| Radio and outdoor will be 


| No. 10, the 154th station in the NBC 


es 


Grocery Store 
Products Co. to 
Expand | Budget 


New York, July 27.—A sales jp. 
crease of 12 per cent to date this year 
for Kitchen Bouquet flavoring has 
led to an expansion of Grocery Store 
Products Company’s fall budget, with 
a newspaper campaign to start Sept, 
11 and insertions in October issues of 
women’s magazines. 

About 25 newspapers in the north. 
ern belt of the country will carry 
28-line reminder insertions on food 
and women’s pages on twice-a-week 
schedules. Advertising efforts wil] 
be concentrated in cities where sales 
have reached peaks since introduce. 
tion of the half-size, two-ounce pack. 
age. 

Included on the magazine list are 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s, and Woman's 
Home Companion, Copy will appear 
in these publications from October 
to June. Radio spot broadcasts wil] 
also be used in a few cities to tie in 
with cooking schools. 

Harold Lance, advertising man- 
ager, said that radio will also be 
used for the first time in support of 
Foulds macaroni, another member of 
the Grocery Store Products family, 
A home economics program, backed 
up by newspaper insertions, will be 
aired in the Middle West beginning 
in September. 

Ruthrauff & Ryan, Inc., has the 
Kitchen Bouquet account. McCann- 
Erickson, Inec., directs the Foulds 
account. 


Hillman-Shane Named 


Esquire, Ine., newly-appointed 
Southern California distributor of 
New Yorker ginger ale, root beer and 
other beverages, has appointed Hill- 
man-Shane Advertising Agency, Inc., 
Los Angeles, as advertising counsel. 
used. 
Gerald M. Greenclay, Los Angeles 
apparel merchandising organization, 
and M. Nagel, Inc., apparel manufac- 
turer, have also named the agency 
to handle their accounts. 


Utah to Open KUTA 


Utah Broadcasting Company will 
open a new station, KUTA, in Salt 
Lake City Aug. 1. It will be a sup- 
plementary outlet, available only to 
advertisers using KLO in Ogden, and 
will be affiliated with National Broad- 
casting Company’s mountain group 


network. 


Schoble to Glicksman 


Schoble Hats, Inc., Philadelphia, 
has added a new line of men’s hats 
bearing the label “White of New 
fjaven.”” Glicksman Advertising Com- 
pany, Inec., New York, is in charge. 
Trade papers, newspapers and direct 
mail will be used. 


Hoyt Gets Snider 


Snider Packing Corporation, Ro- 
chester, has appointed Charles W. 
Hoyt Company, Inc., New York, as 
agency. 


Direct - Mail - Advertising 


Automatic-Typewriting 
Multigraph-Letters 
Planograph-Letters 
Process-Letters 
Filling-in—Addressing 
Mimeographing 
Folaing—Enclosing 
Stamping—Mailing 
Varityping 
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CONTEST HOUNDS 
EXCLUDED FROM 
FREE-MAN DRIVE 


Nothing But Stokers Will 
Reward Winners 


Chicago, July 28.—A prize contest 
notable for its rigid exclusion of all 
consumers without a direct interest 
in and desire for the product was 
launched today by the Free-Man 
stoker division, Illinois Iron & Bolt 
Company, through its newly-appointed 
agency, L. W. Ramsey Company. 

While the contest will be adver- 
tised in newspapers of 1,000 markets 
between now and Sept. 1, the closing 
date, as offering rewards of $10,000, 
all of this is in the form of Free- 
Man stokers or credit certificates. 
Prospects are forced to contact local 
dealers to get the information on 
which an intelligent entry in the 
competition can be formulated, and 
the dealer may determine whether or 
not the entrant meets the eligibility 
rules, which provide that only per- 
sons who have a heating or power 
plant may compete. 


No Amateur Copy 


While the newspaper campaign has 
been established on a cooperative 
basis, the dealer sharing the cost in 
his community, Free-Man retains 
strict control of all advertising copy. 
The Free-Man agreement with deal- 
ers provides that newspaper adver- 
tising shall be placed on a 50-50 
basis, “with advertising copy to be 
furnished by the Free-Man stoker 
division and scheduled during the 
contest period by the company’s duly 
appointed advertising agency. No 
other copy will be permitted.” 

While a wealth of tie-up material | 
has been made available to Free-Man | 
dealers, most of it will be distributed | 
on the same business-like basis which | 
characterizes other details of the con- | 
test. Each dealer is given credits | 
based on his purchases of Free-Man 
stokers, and he may order advertis- 
ing material within this limit. He 
must pay for all advertising in ex- 
cess of this earned maximum, with | 
the opportunity to earn refunds 
based on future orders. 


Credits for Winners 


The contest itself revolves around 
ten or fewer reasons “Why I would 
like to have a Free-Man _ stoker,” | 
stated in 100 words or less. The 
first ten prizes consist of as many 
Free-Man stokers, valued at $2,000; 
the next 15 of $50 purchase credits; 
the next 75 of $30 credits; the next 
200 of $20 credits; and the next 100 
of $10 credits. 

“It’s the same familiar, but sound 
idea of making a man appreciate 
something by having him pay for it,” 
said George Biddle, Free-Man adver- 
Using and sales promotion manager. 
“We are making an intensive news- 
Paper drive in 1,000 cities where 
dealers have been carefully selected, 
but these dealers have to be made | 
to realize just how intensive the 
drive is by making a reasonable in- 
vestment of their own.” 

in many metropolitan centers, | 
Free-Man distributes through the | 
Standard Sanitary & Manufacturing | 
Company division, American Radia- 
tor Corporation. Almon Brook Wilder 
S the account executive at Ramsey. | 


| 
To Represent 5 Papers 


D. Bromberg & Associates, 
New York, has been appointed 
“terican representative for La} 
cracia, San Juan, Puerto Rico, | 
newspaper. The company has 
been appointed to represent | 
Kong Sunday Herald, The | 
Vail, Overland China Mail 

i Hong Kong Dollar, all of Hong- 
. | 


Cutajar Appointed 
Charles J. Cutajar, Advertising, 
, York, has been named agency 
\nderson Allen & Co., Inc., New 

nvestment management. 


m FOR FISHERMEN ONLY 


DAILY FLASH 
ALONG THE COAST—Fishing is good. Outside a 
wide variety is being caught including FLOUNDER, 
BASS, PORGY, CROAKER and WEAK. In the bays. 
iniets and irom piers they're catching KING, WEAK 
and CROAKERS. 
DELAWARE BAY-—WEAKS are very 
lentiful and average about 1 lb. CROAK- 


ADVERTISER BECOMES THE FISHERMAN’S FRIEND Johnson’s Wax 


Resumes Space 
in Magazines 


Take along a carton 
of Hornung’s Beer in 
“steinies” or cans, 
or order a keg. 


| ~ ri . > 
"Phone RADcliff 7600 RS are starting to run again also. Boats Johnson & Son, Inc., will resume 
for the name of your averaging about 250. |magazine advertising in the fall, 
nearest dealer. Va =_— 


| Racine, Wis., July 21.—In addition 
/to an augmented radio schedule, S. C. 


after an absence of two or three 
years from this medium. The com- 
| pany, enjoying one of the best years 
jin its long history, will use Ameri- 
can Home, Better Homes & Gardens, 
|Good Housekeeping, Ladies’ Home 
Journal, McCall's, Pictorial Review 
Jacob Hornung Brewing Company gives fishermen a news flash service weekly jand Woman's Home Companion. 

in local newspapers, listing fish that are running along the Atlantic Coast section. The Fibber McGee and Molly pro- 


ffornung’s fee 


JACOB HORNUNG BREWING CO., PHILA., PA. 


gram will be aired over ten addi- 
tional stations of the Red network of 
National Broadcasting Company, 
bringing the total to about 70. Need- 
ham, Louis & Brorby, Chicago, han- 
|dles the Johnson wax account. 


Issues Waukegan Study 

The News-Sun, Waukegan, IIl., has 
isued its 1938 Consumer Survey, 
tabulating brand preferences and 
buying habits of consumers there 
and in North Chicago, an adjacent 
city. The current study covers 
automobiles, groceries, home appli- 
ances, sundries and tobacco. 


To Represent WORC 
Station WORC, Worcester, Mass., 
has appointed George P. Holling- 
bery Company, as national represen- 
tative, effective Sept. 18. 


Passengers on the S.S. Normandie’s “million dollar De- 
pression Cruise” voted TIME their first choice magazine 


§ 


...because news is important to active, intelligent families with money to spend. 
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ADVERTISING AGE 


FORTUNE’ TELLS 
HOW ESTY WON 
CAMEL ACCOUNT 


Credits ‘‘Fun to Be Fooled’’. 
Campaign Theme 


New York, July 26.—The fall and 
rise of Camel cigarettes, graphically 
described by Fortune in its August 
issue, leads that magazine to 
clude that the popularity of any one 
brand of cigarette varies almost in 
direct proportion to the thrust of 
the advertising dollars behind it. 

“In 1931, when Luckies were rock- 


con- 


—_—— 


UNUSUAL COVERAGE 


noe 


Circulstion This Issue 60 000 


RAcTICAL BUILDER 


A fenermsh Dewetod to the Pra 


yer 
eetes 5 PED 


Eastern Builder Features 
Sundeed eter val in Homes 
1 6 ret ot 


ee 
Memnad Howey ar! 


oe a ‘al 
& ~ rons ot 
S r LA a ML I aed Ti 1) 
mis. To 4 SF Ca a 
a Ot eae 
rp Bay ; 

ieee rene 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


| eting,” said Fortune, “Mr. Hill had 
| over $18,000,000 in advertising 
borage 4 behind his cigarette, while | 
a Williams had only about $10,- 
000,060 powering his Camels. Now 
\it’s the other way around. Behind | 
be gernge: Mr. Williams has the bulk 


of a 
ation, including a 
$39,400 for 
| Eddie 
| pe titor, 


weekly budge 
the Benny Goodman 
Cantor broadcasts. 


on the other hand, 


projected $14,000,000 appr 


opri- 
t of 
and 


His. com- 
admits 


to spending at the rate of only $5.,- 


700,000 for the current 
of radio talent, 
newspaper space.” 
How Lucky § Strike’s 
campaign toppled Camel 
leadership and created an 


year, e 
sive posters 


some 


from 


xclu- 
and 


“toasted” 


its 


opportu- 


|nity for William Cole Esty, which 
| the New York advertising man 
wasted no time in grasping, is told 
in great detail by Fortune. From 
| 1927 to 1931 Luckies’ sales skyrock- 
| eted from 22 to 40 per cent of the 
| 

| 


industry total, while 
receded from 45 to 28 per cent. 
The injection of the 
idea proved effective 
the 1932 depression. 


even 


Camel Tide Ebbs 


“In 1932,” Fortune relates, 


than $5,000,000. For eight 


Camels’ volume 


“toasted” 
during 


“the | 


appropriation for Camel newspaper | 
and magazine space and radio time | 
was slashed from $9,000,000 to less | 
months | 


| Camel tried to live on a declining | 


jecho. It was thin nourishment. 
| “The whole industry was 
| 1932, but Camels, selling only 
billion cigarettes, were off 30 
j}cent from the previous year, 
Luckies were off only 17 per 
and Chesterfields, humming a 
|}ender-and-old-lace melody of 
ness’ lost only 10 per cent.” 
While Camel executives 
scanning the 


off in 


991 


pel 


while 


cent 
lav- 


‘mild 


were 


advertising horizon for 


an appeal which would reverse the 
| trend, Mr. Esty, recently resigned 
from J. Walter Thompson Company 
and now on his own, was devoting 
| considerable thought to the Camel 
|problem. He made several trips to 
| Winston-Salem, N. C., without any 
apparent results, but eventually was | 


lasked 
| tising 


to resubmit 


campaign, which was 


his entire adver- 


de- 


EDITORIAL ECHOES 


Seventeen editors of newspapers, magazines, trade 


journals, and banks and business concerns, re- 


quested permission to reprint “The Business Man 


Also Revolts,’ 


issue of Dun’s Review. 


’ by Charles D. Ammon, in the June 


Similarly, other controversial articles, special busi- 


ness studies, industrial surveys and original find- 


ings published by the magazine have been widely 


commented upon and reprinted. 


Such echoes reflect an 


appraisal of the editorial 


content of the magazine by readers and other 


editors that suggests a 


advertising values. 


studied appraisal of the 


DUNS REVIEW 


Rhished by 


DUN & 


NEW ORK CHIC 

290 Broadwa 228 No. ! 

REACHING CHIEF EFXECUTIN 
: wae 


BRADSTREET, 


ESTABLISHED 


is4l 
AGO CLEVELAND 
Salle St 1635 E. 2sth St 
ES OF LARGE CORPORATIONS 


UNIVERSAL APPEAL AGAIN - EMPHASIZED 


August 1, 193 


HONEYMOON TENDERNESS ame 


keep it through the years__ 


guard against Cosmetic Skin the Hollywood way 


Wise IS THE WOMAN who guards 
the appealing charm of soft, smooth skin! 
Lux Toilet Soap’s ACTIVE lather removes 
dust, dirt, stale cosmetics thoroughly. No 
risk of the choked pores that cause Cosmetic 
Skin—dullness, tiny blemishes, enlarged 
pores. Use this pure white soap regularly. 


9 out of 10 — 10° 


LOVELY SKIN WINS 
ROMANCE! SO DONT 
RISK COSMETIC SKIN. 
SCREEN STARS GUARD 
AGAINST IT WITH 
Lux ToiLeT Soap. 
| ALWAYS USE IT 


Screen Stars use Lux Toilet Soap 


Lux toilet soap is the is the latest | product to utilize the universal and of romance, 


accentuated by the close-up of an embracing couple. 


This application of the 


theme offers an interesting parallel to the widely discussed White Owl cigar 


advertising of the past year. 


In the latter instance, the same close-up dominated 


all layouts. 


signed not only to extol the virtues 
lof Camei, but to take some of the 
|wind out of the sails of Luckies 
| This was the now famed “It’s Fun 
to Be Fooled” campaign, which was 
followed in due time by the “Get a 
Lift” motif, based on a rather slight 
scientific basis. The “Fun to Be 
Fooled” campaign landed the ac- 


process, 


count for Esty. 

Here is Fortune’s summary of Mr. 
Esty: : 

“Bill Esty has always been re- 
garded by his advertising associates 
as a queer guy. He has a big 
library on abnormal psychology, 
criminology, and sex, and he used 
to hang around prisons and insane 
asylums because, he said, ‘The best 
way to understand the mass mind 
is to see it at its worst.’ Years 
ago he liked to go to Coney Island, 
where he would persuade the barker 
to step down and let him deliver 
the spiel, just to prove to himself 
that he could harangue a_ strange 
crowd into doing his bidding. 


Interested in Magic 


“But 
those 
been 


long before he developed 
adult preoccupations, he had 
obsessed by the mysteries of 
stage magic; at prep school he had 
been known as ‘Sardini, the Hand- 
cuff King.’ And out of that murky 
background came the idea for his 
celebrated ‘It's Fun to Be Fooled’ 
campaign, prime object of which 
was ridicule Luckies’ pseudo-sci- 
advertising of its 

Not in so many 


to 
entific 


course 
“The 
ly show 


advertisements would 
how a magician could 
1 woman in half, endow her with 
three heads, and run her through 
with a sword; then the text 
unmask the deception on 
and like tricks were 
few primer facts on 
the old theme of ‘quality’ 
streamlined to read 
would do the 
the 
shrewd 
Reynolds 


mere- 
Saw 


would 
which 
based, A 
tobacco, with 


these 


tobaccos 
‘costlier’ tobac 


cos rest It was mes 
Est 
that 
chan 


Hill 


terly stuff more so becauss 
enough 
would 


to even the 


was to suspect 


welcome a 


against Mi 


score 


iter is 


toasting 
words, of | 


Personalized 
Letter Patent 
Voided by Court 


New York, July 26—The second 
round in a court fight over the right 
to use “personalized talking” sales 
letters came to an end yesterday 
when the U. S. Circuit Court of Ap- 
peals reversed a previous decree 
which upheld the patent on this 
style of direct mail advertising held 


by Harry Latz Service, Inc. 
Mr. Latz has held a patent on this 
method since 1923, and last March 


gained an injunction forbiddirg Re- 
liance 
technique. Reliance appealed and 
gained a reversal of the previous rul- 


ing by the unanimous decision of 
three judges. 
The court ruled that the inter- 


locutory decree holding the Latz pat- 
ent valid and infringed “must be re- 
versed both because the subject mat- 
not patentable and 
even if this be not so, 
lacks invention.” 

Mr. Latz told Apverrisinc Ace that 
he plans to appeal this decision to 
the U. S. Supreme Court. Reliance 
is one of several direct mail organ- 
izations now using personalized let- 
ters, he said, and his company is 
making a test case to ascertain 
whether the patent is valid. 


the patent 


Account to Morgan 


Raymond R. Morgan Company, 
Los Angeles, has been appointed to 
handle the account of Ri-Muv, a 


combination product and process for 


removal of superfluous hair. News 
papers, women’s magazines and ra 
dio will be used. Ri-Muv will be 


licensed to major 
and beauty salons 


department stores 


Holleran Advanced 


Cecil J. Holleran, for 23 years 
with The Atlanta Constitution. has 
been named assistant to the editor 


and publisher 


| 
| 


J. V. Connolly 


Named Chief of 
Hearst Papers 


New York, July 26.—Joseph y. 
Connolly, president, King Features 
Syndicate, has been appointed gep. 
eral manager of Hearst newspapers, 
it was announced today by T. J. 
White, chairman of the board, Ameyj-. 
can Newspapers, Inc., who declared 
that Mr. Connolly would take charge 
of an expansion program to be under. 
taken immediately. 

The syndicate executive replaces 
H. M. Bitner, who will assume re. 
gional directorship in the Midwest 
with headquarters in Detroit. Mr, 
Bitner continues as a director of 
American Newspapers, Inc., and as 
a member of its executive committee. 
He also continues as a director and 
vice-president of Hearst Consolidated 
Publications, Inc. 

Mr. Connolly, who is 43, has been 
in the Hearst organization for the 
past 20 years. A native of New 
Haven, Conn., he began his news- 
paper career in the pressroom of the 
New Haven Courier-Journal, and was 
subsequently a reporter on the New 


iraphic Corporation to use the | 


because | 


| Haven Union and the New York Sun. 
| Along with his new duties, Mr. 
|Connolly will remain as the operat- 
jing head of King Features, Inter- 
| national News Service, International 
| News Photos, and the Central 
| Association. 


Press 


New Carpet Service 
Essex County Carpet 
Works, Newark, N. 
campaign for a 
cleaning service. 
is used for 


Cleaning 
J., is running a 
new “on the floor” 

Special machinery 
the service which elimi- 
nates removal and relaying of rugs 
and carpeting in stores, theaters, 
banks, apartment houses and private 
homes. Koretz, Kopel Ideas, Inc., 
Newark, is the agency. 


Kilroe Named 


The Gillette Publishing Company, 
Chicago, publisher of Mida’s Crite- 
rion, has appointed T. F. Kilroe, for- 
merly publishing director, as exclu- 
sive Metropolitan New York and New 
England representative. J. M. An- 
gell, Jr., formerly covering New 
York State territory, will also cover 
the territory south of New York. 


Woodall Joins Dixon 


R. A. Woodall has been named 
vice-president and a member of the 
board of directors of K. H. Dixon 
Company, Chicago, publisher of Auto- 
mobile and Trailer Travel Magazine. 
He will also be general manager. He 
was formerly with Consolidated 
Guide Corporation and _ previously 
was with Chilton Company. 


Send for samples, stating the nature of your produc. 


BEMIS BRO. BAG CO. 


5112 SECOND AVE. BROOKLYN, N. ¥- 


428 POPLAR ST. ST. LOUIS, MO 
Name = 
Address 
Product 


TO BAG NEW SALES 
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W. 42nd street, New York, to mer- 
chandise Frostfood Displayer, a pat- 
| Williams Joins Hackett 

. 2 Loyd Williams has resigned 


SLUGGING DETROIT CATCHER FEATURED ON DOUBLE BILLBOARD Forms Sherman Company 
UL C. Q. Sherman has organized The 
STANDARDS FOR : a ££ BIG CHIEF gat ented case for frosted foods. Mr. 
Sherman was formerly general man- 
10-Point Check List Cites i from J. Stirling Getchell, Inc., New 
P 8 sas York, to join M. H. Hackett, Inc., 

Chief Activities Rudy York in Indian headdress is pictured on the current Wheaties double poster being tested by General Mills in the Detroit New York, as account executive. 


Charles Q. Sherman Company, 11 
; ) ~~ "Te eh YORK + oe | ager of the New York office of Bas- 
M FROHANDISERS i EATS PLENTY | . : tian-Blessing Company. 
area. While each panel maintains its individuality the panels are given eREMORER by the layout. 


4 


$$$ —____— — | 


philadelphia, July 28.—Extending To Judge Contest of all branches of the music indus-|1ne Acre, chairman; C. F. South- Wiegert Named 

. currently popular analysis of ad- , try Aug. 1-4 at the Stevens Hotel,| ward, Chicago Federated Advertis- Austin E. Wiegert has been ap- 
the . weep An advertising contest, to be held | Chicago, will be judged by Murray| ing Club, and W. L. Stensgaard, W.| pointed sales manager of Statler 
vertising copy into the entire sales | jn conjunction with the convention |E. Crain, Western editor, Apvertis-| L. Stensgaard & Associates. Tissues, Somerville, Mass. 


department, Roland G. E. Ullman 

Organization has issued “How Good SSS = om ae SS 
is Your Sales Department?” designed 
to give executives a clear picture of 
now closely all marketing divisions 
are approximating par. The agency 
specializes in industrial work. 

The Ullman check sheet breaks | 
marketing down into ten main divi- | 
sions, ineluding market research, 


product analysis, sound organization, 
sales promotion, control of selling | 3 
effort, inside sales organization, field | : 
sales organization, advertising, pric- RE 
ing and credits, and public relations. : 


Performance of the superior firm, 
average firm and inferior firm is de- 
scribed under each heading. 


Four Basic Elements 


The analysis of advertising re-| 
quirements lays down only four re- | 
quirements, in contrast with the | 
lengthy stipulations contained in 
mally systems of rating copy. Here 
is the agency’s picture of how the 
superior firm handles the advertising | 
assignment: 

1. Advertising budget made from 
analysis of the job advertising has 
to do, and within the justified ex- 
pense ratio. 

2. Budget allocated according to 
available business in each field. Pub- 
lications selected on basis of quality | 
circulation, and independent check | 
of reader preference. 
| 3. Selling appeal based on product 

study plus market research. Em 
phasis on what the product will do 
for prospect. 

}. Layout and typography attract 
attention, create interest and get sell- 
ing story over. 


—— 


How Others Do It 


The “average firm” operates by 
guesswork in most of these divisions. 
Here is the Ullman sketch of its ad- 
vertising approach: 


sree eS THE YANKEE NETWORK 


picture of what is to be done. 
2. Publications selected on basis K FE F 
of actual sales rather than available 


business. 
3. Uses casual product study and 


| [eee THE NEW ENGLAND MARKET 


a —e attention value for WNAC Boston 

The inferior firm slips still further W T | C Hartford 
os 0 Se ts ea ee WEAN Providence HE market map of New England shows several divisional 
eee cy ong WTAG — areas. Each must be reached directly for the most effective 
os epo 

inated by space salesmen, rather WIcc \ riag d fitabl f th hol 

ion or tins deena deer eet New Haven and profitable coverage of the whole area. 

weed dice 46 Ghaeeenian on tae WNLC New London The Yankee Network offers you the strongest combination - 
Manufacturer. Layout and typography wcs H Portland . . ° * * * 

ieieten Gees Ce WLBZ Bangor of stations for making a forceful, sales-producing drive in spots 

= WFEA __ Manchester where mass buying is heaviest. 


Start CFAC League WSAR Fall River 


The Chicago Federated Advertis- 


Sixteen popular local stations are now included in The Yankee 
‘Ng Club has launched its first soft- WNBH New Bedford 


Network group — each station situated in an urban shopping 


ball league season with teams from WHAI Greenfield 
he followin anizatic : Stand- i i j i 
rd Rate aad Make Merete; ioe | par center and dominating the adjacent region. Together these sta- 
ain-Erickson, Inc.; Scripps-Howard | WLLH 1 owe e ° e | f di 
Newspapers; " Lord & ‘Thomas: | Lawrence tions deliver your selling message to the people of every trading 
ited Advertising Company and | . é 
oche, Williams & Cunnyngham. | WLNH Laconia area from the southern boundary of Connecticut to the northern 
started last week in Grant WRDO Augusta 
| ‘ counties of Maine. 
—__. WCOU —- 
Two Name Scheibner Auburn The Yankee Network gives you all the keys to the New 


in-Coldwater Mfg. Company, 
ngeles, manufacturer of Wil- 
shirts, Uptown sports wear 
oss overalls, has appointed | 
Scheibner, Inc., Los Angeles, 
dle a business pdper, direct 
d newspaper campaign. Gelt- 
Sponging Corporation, Los An- | - ia 21 BROOKLI NE AVENUE 
has also named the agency | BOSTON, oA PAG REUSET TS) 


et a business paper and di- 


il campaign eee EDWARD PETRY & £O.; INC., Exclusive hatibna! Sales Representatives sao 


England market. 
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ADVERTISING AGE 


August 1, 1932 


HEART ATTACK 
PROVES FATAL 
TO LOU HONIG 


Hal Stebbins Directs Coast 
Work of Erwin, Wasey 


San Francisco, July 26.—Hal A. 
Stebbins has been elected executive 


vice-president of Erwin, Wasey & 
Co. of the Pacific Coast, succeeding 
Louis Honig, president, who died 
suddenly here last week of 
attack. Mr. Honig, known 
dreds of advertising men as 
was 64 years old. 

Mr. Stebbins has been 
with Erwin, Wasey & Co. 
tive and executive capacity for more 
than 20 years. Widely known in 
advertising circles, he has been re- 
sponsible for many of the successful 
campaigns produced for clients of 
Erwin, Wasey 

Started on Newspapers 
Mr. Honig 


to hun- 
“Lou,” 


associated 


entered the agency | 
field via the newspaper reportorial | 
route. He served several Eastern 
newspapers before returning to this 


a heart | 


in a crea- | 


city. On the Coast, his gift as a 
writer attracted the attention of ad- 
vertising men, and in 1907, Mr. 
Honig, native Californian, de- 
serted reporting ranks to woo 
his new profession. EKight years 
later, he entered the agency field 
for himself with formation of Honig- 


a 
the 


Cooper Company. 
Consolidated in 1929 
This agency achieved a_ substan- 


tial success, but the merger 
arrived by 1929, and Mr. 
lowed the trend by 
organization with 
Co. under the 
never regretted 


era had 
Honig fol- | 
consolidating his 
Erwin, Wasey & 
latter’s name. He 
the move, which 
permitted him, as head of all Erwin, 
Wasey operations the 
test his more 


on 
philosophy 


coast, to 


exhaus- 


AGENCY MAN PASSES 


Louis Honig 


|tively than would have been possi- 
ble in a smaller organization. 

This creed was based on _ the 
| Honig personality, as well as on his 
experience and observation. It in- 
sisted that leadership consisted of 
picking promising men, and then 
helping them to expand by making 
the surroundings so conducive to 
growth that they could hardly fail. 
In short, Mr. Honig took the best 
tradition of the newspaper field into 
agency work, and the advertising 


offices under his direction were filled 
with eager, enthusiastic youngsters 
who set loyalty to the general cause 
above every other consideration. 
Was Brilliant Writer 

While his ability 
most out of his men 
great traits, Mr. 


to get the ut- 
was one of his 
Honig was a writer 


| who was forced to yield to none in 


the advertising field in the bril- 
liance of his output. “Make it sing,” 
might have been originated by him, 


according to his associates. 


His advertising copy was ground- 


ed in the necessity of making sales, 
but it was as interesting as the 
i brightest fiction, though rooted in 
fact. He paid little heed to formu- 
las, but operated on the theory that 
|}the reader should feel well repaid 
for his investment in the time taken 
to read an advertisement. This 
thesis of your money's’ worth 
worked both ways and to the advan- 


tage of the agency's clients 


| 


| late publisher living in Italy, another 


one of over 1700 live, 
sulmulehore to be found in the 
received high praise 


with punch. 


is only 


sparkling, 
K. & F. 
and should be at your elbow as a ready source of ideas 
You can get your copies (two volumes), 


topical, modern age 
Stock Photograph Library. 


ad copy 


has 


practically free! 


DO IT 


We will send you both volumes—206 pages—over 1700 poses, scenics, indus 


trials 


STOCK PHOTOS 


Two Volumes 


7 


postpaid, with bill for $5.00; 
painless finance), on your first order for $10.00 
or more, the $5.00 is refunded. 


BUT, 


(this is 


Prints Sent On Approval 


Call HARrison 3135 


KAUFMANN & FABRY CO. 


425 S. Wabash Ave.., 


Chicago, Ill. 


MOST THOROUGHLY EQUIPPED PHOTOGRAPHIC PLANT IN AMERICA 


Pablisher ét | 
‘Indianapolis | 


News’ Is Dead 


Indianapolis, July 27.—Warren C. | 
Fairbanks, president of the Indian- | 
apolis News, died in a hospital here | 
today of a cerebral hemorrhage. Mr. | 
Fairbanks was stricken while on a | 
vacation at Lake Wawasee, Ind. 

Mr. Fairbanks, who was the son | 
of Charles Warren Fairbanks, one- | 
time vice-president of the United | 
States, was 60 years old. Born in 
Indianapolis, he spent a large part 
of his life in this city and was in 
close sympathy with the traditional 
conservatism of the News. 

He became president and publisher 
of the afternoon newspaper in 1922, 
and continued it along the lines 
which characterized it for many 
years. 

Mr. Fairbanks was with the Stand- 
ard Manufacturing Company, Spring- 
field, O., from 1898 to 1901, and for 
the following three years was secre- | 
tary of the Oliver Typewriting Com- | 
pany, “Chicago. 

No indication was given by execu- 
| tives of the News of the future of the | 
paper. The Fairbanks family is 
widely scattered, one daughter of the 


in Chicago. 


HERTY, PAPER EXPERT, 
PASSES IN SAVANNAH 


Savannah, Ga., July 27.— Dr. 
Charles H. Herty, 71, whose discov- 
ery of fat in the woody part of trees 


solved the paper problem of the 
South, died here today. 
He was associated with the Sa- 


Laboratory, 
Newspaper 


vannah Pulp and Paper 
project of the Southern 


Publishers Association. He also 
worked on a process to use the 
Southern pine for making rayon. 
ZIEGLER DEAD 
Philadelphia, July 26.—John W. 
Ziegler, 69, vice-president and a 
director of John C. Winston Com- 
pany, publisher, died Sunday in 
| Point Pleasant, N. J., where he had | 
been vacationing. Mr. Ziegler was | 


| with Winston for over 


| Blackwell, 


| 
| 


| poration, 


| 


| 


106 W. 43rd Street, NEW YORK, N. Y. Phone: Bryant 9.6682 
Philadelphia: Sally Pepper, Architects’ Building 
in Canada Rapid, Grip & Batten, Ltd., Toronto, Montreal, 
Winnipeg. 
London, Eng.: Photographic Advertising, Ltd., 116 Victoria St., 
Ss. W. I. 


30 years. 


LeROY LATHAM DIES 


Long Island, City, N. Y., July 27. 

LeRoy Latham, chairman of the 
board, Latham Lithographing Com- 
pany died here this week at the age 
of 63. He founded his business in 
1915. He was also vice-president of 
Acme Printing Ink Company, Chi- 
cago, 


BLACKWELL DIES 
B. 


Laurens, S. C., July 26.—L. 
63, business manager, 
retary and treasurer of Laurens 
vertiser, 


sec: | 


Ad- | 


HARRISON BAILEY DEAD 


died at his home here today. 


St. Louis, July 27.—Harrison| 
Bailey, radio writer with Anfenge) 
Advertising Agency, died suddenly 


today of complications resulting 
from an infected tooth. He was for- 
merly on the staff of KMOX. 


Plans New Format 


Beginning with the October issue, 
Science and Mechanics, Chicago, will 
be published with a type page size 
of 514x8, 224 lines per page. Page 
rates will be reduced from $375 to 
$200, the line rate remaining at $1 

$14 an inch. 


Test on New Tobacco 


Brown & Williamson Tobacco Cor- 
Louisville, is running a test 
campaign in Buffalo newspapers for 
new English smoking mixture, 
Major fatten, Barton, Dur- 
& Osborn, Inc., New York, h: 
account 


its 

Pipe 
stine 
the 


is 


Introduces New Game 

Fletcher Game 
has introduced a 
vertising purposes 
players to analyze their own hand 
writing, with room on the board 
deliver a sales message 


Company, 
new game for ad 
The game enables 


Chicago, 


Mee Sa, >, utp tl ts 


| 


counties 


to 


REALISM FEATU RES 


a 


NEW DISPLAY UNIT 


Two-plane design permits the insertion of an actual bottle of Hanley's ale in the 


upper platform piece, giving the impression of a bottle nestled in ice. 


Cabot & Co., Boston, is the agency. 


Harold 
The display was produced by Forbes 


bn ct we 


pro-chain store 
so 
legislative 
anti-chain 


organization, 


Chain Friends! | New Colgate 
Waxing Strong, | 
Survey Show s 


New York, July 28.—The tide of 
sentiment is running 
that in another year, no 
body will dare to pass 
statutes, according to a 
by Standard Statistics. The 
however, fails to haz- 
as to whether existing 


strong 


survey 


ard a guess 


anti-chain laws will be repealed. 


Farmers, organized labor and real 


estate interests have found the 
chains to be profitable customers, 
hence their views as to the desir- 
ability of multiple unit retailers 
have changed, according to Stand- 
ard Statistics This explains why 
all anti-chain legislation failed in 
state legislatures in 1938. 
Sentiment of Farmers 
“The farmer has not the slightest 


sympathy with those 
cripple the chains,” 
“Farmers are important customers 
of large rural chain organizations 
and are against anything that would 
tend to raise prices in these outlets 

“More important, the farmer 
knows that chains perform highly 
useful functions in taking surpluses 
of agricultural products off the 
ket Unlike the independents, who 
try carry well-rounded line of 
merchandise, the chains seek prod- 
ucts which can be featured from a 
price standpoint. Thus, they are al- 
ways on the alert for surplus offe: 
ings. 

“Many other interests, including 
publishers and organized consumers. 
have taken up the chain cause. A\l- 
together the array now fighting 


who would 
said the survey. 


mar- 


to a 


anti-chain measures is becoming 

quite imposing.” 

Heads United Wall Paper 
Albert J. Browning has been 

named president of United Wall 
Paper Factories, Inc., Chicago, suc- 


‘ 


ceeding C. W. Kellogg, who will con- 
tinue as a director. Mr. Browning 
was formerly group 
manager of Montgomery 
Co. 


Ward 


Lists 
of The 


Buys “Digest” 


Expiration mailing lists 


Literary Digest, totaling 5,000,000 
names, have been purchased by 
George F. Haverell, New York, pub- 
lishing counsel, formerly publisher 
of the magazine. The lists will be 
offered to users of direct mail on a 
royalty basis 


New “Record” Feature 
Record, 


Vanufacturers 
Md.. printing in 
county outlined state 


a double 


Baltimore, 
each issue a 
map in four 
insert. The 
numbered, and the raw 
available in each 
indicated in alphabetical 


is 

colors on page 
are 
materials 
are 


county 
order 


Product Bows 
for Gift Week 


New York, July 26.—A_ toilet 
goods promotional plan that tripled 
sales in 146 test stores has been 
extended nationally by Colgate. 


Palmolve-Peet Company. Styled 
“Annual Colgate Gift Week,” the 
promotion features a present of a 


flacon of Colgate’s new gardenia eau 
de cologne with every cent pur- 
chase of Colgate-Palmolive toiletries 

Following the introductory cam- 
paign, the new product will sell na- 


37 


tionally for 50 cents. Listed in the 
promotion are 27 toiletries. The 
company provides window and 
counter displays and other point-of- 


sale material. 


Joins Ritter Company 

H. George Harris has been ap- 
pointed director of the marketing, 
research and sales promotion de- 
partment of Philip Ritter Company 
Inc., New York. Mr. Harris was 
formerly marketing and merchan- 
dising counselor for Geyer, Cornell 
& Newell Company, New York, and 
has served in a similar capacity for 
Bakon-Yeast Company, and Manhat- 
tan Shirt Company, New York. 
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ADVERTISING AGE 21 


FHA SPONSORS 
PROMOTION OF 
BUILDING COPY 


asks Newspapers to Act As 
Sales Agency 


Washington, July 21——The Federal 
Housing Administration has plans 
ynder way for what it expects to be 
the most extensive government- 
sponsored advertising 
campaign ever attempted. 

The program, which has been in 
the process of development for many 
months, contemplates an effort to 
get newspapers of all sizes to launch 
advertising campaigns designed to 
encourage widespread building and 
home modernization programs 
provided in the National Housing Act 
amendments, enacted at 
session of Congress. 


May Supplant Other Industries 
The 
construction, with all of its ramifi- 
cations in materials, supplies, house- 
hold furnishings, fixtures and acces- 


as | 


promotion | 


the last 


FHA believes that building | 


sories, Will supplant all other indus- | 


try in the coming decade in the 
amount of business done and the vol- 
ume of advertising linage used in 
daily and weekly newspapers, maga- 
zines, trade papers and other period- 
icals. 


Dovetailing with the general ad- 


ministration policy of encouragement 


to building construction as the chief | 


element to be fostered in the return 
of a lasting national economic pros- 
perity, the FHA program is expected 


to confer direct benefits on the ad- 


vertising business. 
In order to promote the campaign, 
FHA representatives will travel 


over the country presenting sugges- | 
tions, layouts, copy and editorials on | 


the national housing program to all 
newspapers in major cities. All pa- 
pers will have an opportunity to 
make use of the FHA material and 
suggestions. 


Newspapers Are Key 

Cost of the programs must be met 
by the papers themselves, however. 
The government will do no direct 
advertising. The papers will be en- 
couraged to develop and improve on 
the advertising suggestions of the 
FHA. The goal is a profitable re- 
‘urn to advertisers in the housing 
field. 

Karly reactions from preliminary 
leld surveys of Kastern papers, par- 
licularly in New York and Pennsyl- 
Yania, have convinced FHA officials 
that the program will be eagerly re- 
eived, particularly by the larger 
letropolitan dailies, some of which 
have already indicated willingness to 
gin promotional campaigns. 

This new national campaign, soon 
) be put under way, is an extension 
' the program which the FHA has 
fen following since its establish- 
ent The principal purpose will 
*to “create a desire for houses,” 
*nefit the investor and the institu- 

Ns loaning the money, and 

dustry and advertising by the op- 

‘ions of the National Housing 


fhe advertising ideas are built 
marily around the same psychol- 
arketing information and data 
h went into promotion of large 

American industrial 


enter- 


Should Quality Printing 
Mean High Cost? 


Definitery No! 


‘1 Burgess work is 
; tris tive, 


well-balanced, distine- 


ive, 
= We regularly save cus- 
"t's from 20% to 50% on 


re s: The same advantages 
cans tO you. Why not inves- 
‘Ample fet our pertfolio of 

*s and layout sheets today! 


HEY hp FREE! 


), 
A. BURGESS & COMPANY 
Div. B.C.8 
173 W. MADISON ST. 
Chicago, til. 


help | 


prises 
assert. 

At stated periods a series of sam- 
ples of suggested advertisements is 
sent to 12,000 daily and weekly news- 
papers for possible sale by the pa- 
pers to local dealers and financial 
institutions which benefit by the 
mortgage and modernization loans 
which are insured by the FHA. The 
purpose is to suggest to advertisers 
a tie-in with the program of the 
FHA and to show them fields for 
profitable return in advertising the 
workings of the National Housing 
Act. 

The new program will reach its 
highest pitch next spring, but it is 
expected that the ball will 
rolling this fall in some 


in the past, FHA officials 


sections. 


|New York. Newspapers, magazines 


begin | 


| and radio will be used. 


While new building advertising pro- 
grams may be delayed this year be- 
cause of the lateness of the building 
season, the FHA says that much can 
be done immediately to stimulate ad- 


Thumbs Down on 
vertising of products and commodi- O u t do or Copy 
ties necessary in modernizing, alter- 


ing and repairing homes. 

a Washington, July 28.—All outdoor 
advertising signs on highways and 
roads in Denmark were to have 
been removed before July 1, 1938, 
under the terms of a law enacted in 
that country some time ago, accord- 
ing to a report to the Department 
of Commerce by the office of the | 


Goldberg A inted 
American Commercial Attache at 8 weg 


: | S. Marvin Goldberg has been ap- 
Copenhagen. 
| 


which the sign is affixed are ex- 
empt, the report stated. 

The law empowers the Prime Min- 
ister to grant respites up to 5 years 
for the removal of the signs in spe- 
cial cases. City and town districts 
are exempted from the law. 


Denmark Turns 


Now “Sportswear Age” 


Effective with the August issue, 
| Knitted Outerwear Age, published 
| by the Knit Goods Publishing Cor- 
poration, New York, will change its 
name to Sportswear Age. 


Miss Charm to Pinsker 

Casper Pinsker Advertising Agen- 
cy, New York, will handle advertis- 
ing of Miss Charm Sales Company, 


. . . ’ 
Joins “Child Life’ 
Wilma K. McFarland has been ap- 
pointed editor of Child Life, Chicago, 
effective Sept. 15. 


: . | pointed Eastern representative of 
Signs advertising a trade or busi-| Truck and Trailer Advertising Serv- 
|ness carried on in 


the building to | ice, Inc., Chicago. 


FAIRCHILD AERIAL SURVEYS. INC 


Big as 


POPULATION 
43,573 
42,993 
43,930 
43,132 
43,131 
42,911 
40,716 
42,287 
40,661 
42,017 
41,390 
40,272 
40,108 
43,516 
42,560 
40,425 


Battle Creek, Mich. 
Joliet, Ill. 

Chicopee, Mass. 
Amarillo, Texas 
Columbus, Ga. 
Cranston, R. |. 
Kearney, N. J. 
Lima, Ohio 
Lynchburg, Va. 
Montclair, N. J. 
Muskegon, Mich. 
Ogden, Utah 
Oshkosh, Wisc. 
Perth Amboy, N. J. 
Portsmouth, Ohio 
St. Petersburg, Fla. 


CRITERION ADVERTISING COMPANY, INC. 


41,855? 


THESE ARE BIG CITIES, important markets. Yet if all the people in any one of these 
cities were to pass a given point each day, they would just about equal the people 
who pass this one Criterion Display. For, according to the Criterion Traffic Audit 


conducted and certified by Daniel Starch, the daily average circulation of this dis- 
play is 41,855. 


Now prepare for a shock. Better read this next sentence sitting down. The cost of 


this display—like all other Criterion Displays—is 


10¢ per day 


—ten cents for a big city of 41,000. 


Admittedly, the circulation of this display is exceptional. But it is easily possible to 
work out a Criterion showing in which every display has a circulation equal to the , 
entire population of a city. How is this done? 


Simply by selecting the crowded, over-populated districts on the wrong side of the 
tracks in the larger cities. The poorer the naborhood, the bigger the crowds. No 
matter what you may say against the wrong side of the tracks, you must say this for 
it. It is the section of dense population. It is the place where you can reach the most 
people for the least money—and that is the essence of advertising. 


Money is pouring into the wrong side of the tracks and out of the so-called better 
naborhoods. The difference in income level is flattening out. On all but a few prod- 
ucts, mass is becoming increasingly important and class no longer exists. 


It is still difficult to reach that tremendous market on the wrong side of the tracks. 
Most media do not penetrate there. But Criterion Service can post your displays 
wherever people congregate—on framed steel panels, on leased walls of business 
buildings in the naborhood retail shopping centers on the wrong side of the tracks, 
or the right side, at the uniform cost of ten cents per display per day. 


Send for “The Wrong Side of the Tracks and Other Queer Places,” a fascinating 
booklet on the subject. 


GRAYBAR BUILDING « NEW YORK, N. Y. 
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VIEWS PUBLIC — 


RELATIONS AS 


PRECISION TOOL 


Life Insurance Expert Pre- 
dicts Joint Effort 


Chicago, July 26.—Viewing public 
relations as a rifle, rather than a 
shotgun, F. L. Fisher, advertising 
manager, Lincoln National Life In- 
surance Company, Fort Wayne, Ind., 
told the North Central Round Table, 
Life Advertisers Association, at the 
Palmer House Saturday that it 
should be broken down into three 
or more divisions: 1, Policyholde 
activities; 2, Field force activities, 
and 3, Home office activities. 

Many major life insurance 
panies have made starts in one o 
all of these divisions, Mr. Fisher 
said, but none has yet done a com- 
plete job of all three. 

“A breakdown such as this,” said 
he, “might show us that as far as 
agency public relations go, we have 
done well—employing the power of 
correspondence courses, confidential 
bulletins, policyowner cultivation, 
personal efficiency tips, home town 
publicity, advertising—while the 
same chart would reveal, to our sur- 
prise, that our policyowner contacts 
do nothing but ask him to buy more 
insurance, or hold on to his policy. 


com 


Flaws in Strategy 


“Home office analysis might indi- 
cate that while we woo the borrower 
with ardor when he contemplates a 
mortgage, we do nothing to soften 
the blow when we inform him that 
his loan application is rejected. 
While there may be a well estab- 
lished routine for handling visiting 
agents, visiting policyholders may 
be faced with an inquiring and even 
a hostile attitude.” 


Eventually, Mr. Fisher predicted, 


business 
advertising 


to Amertcan 
and its 
nments: 


NEGLECTED FIELD 


Fred L. Fisher, advertising manager of 


Lincoln National Life Insurance Com- 
pany, Ft. Wayne, Ind., expert on public 
relations. 


the life insurance companies will 
have exhausted the possibilities as 
far as individual public relations 
progress is concerned, and be com- 
pelled to join hands to get the ut- 
most out of their expenditures. This 
day is far distant, however, in view 
of the clouded thinking 
retarded the full development of 
public relations. 


Policy Holders Best 


The company which analyzes the 
situation carefully, and is compelled 
to make a choice among the three 
fields open to it, usually must decide 
that the most promising realm i: 
among the men who have already 
bought policies, hence are sold both 
on life insurance as an institution 
and the company in particular. 

But constant analysis is also es- 
sential, Mr. Fisher asserted, so that 
no company will deceive itself into 
believing that it is doing a thorough 
job in all directions, when in reality 
its efforts have been extremely thin. 


AMERICA’S Wi CLASS MASS MARKET 


August 1, 1938 


which has | 


Getting Personal 


Charles Beardsley, s.m., Miles Laboratories, is back from Europe 
after a combined business and pleasure trip. Morton Freund, who 
heads the N. Y. agency of the same name, spanned the big pond for 
an extended stay during which he will study new ideas in the mer- 
chandising and selling of men’s wear... 

Harry Chapman, v.p., New England Confectionery Company, and 
pres., Nat'l Confectioners Assn., plays a mean harmonica. They say 
that when he really gets warmed up, he can put an accordion to shame. 
... Art Stein, prom. mgr., Newsweek, is an enthusiastic boatsman, and 
a familiar figure in his 22-foot craft on Manhasset Bay, L. I. He also 
owns his own midget racing car. His brother, Ralph, is a topflight 
young illustrator who did a Collier’s cover not long ago... 

Nearly eight years ago, advertising lost one of its staunchest sup- 
porters in Dr. J. T. Dorrance, the man who made Campbell's soup a 
household byword. After three accountings, his estate has finally been 
fixed within the last fortnight at just short of 129 millions. No won- 
der it took nearly eight years... 


Donald S. Frost, of Young & Rubicam’s merchandising research 
dept., will middle-aisle it this fall with Jane B. Dailey, whose grandpop 
was a N. Y. Supreme Court Justice... 


Turn about is fair play, in the opinion of Colonel Jacob Ruppert, 
beer baron and baseball magnate. He recently switched his advertising 
account to Lennen & Mitchell, Inc., and reversed the usual procedure 
by having P. W. Lennen, pres., Ray Vir Den, v.p., and the other 108 
agency employes as his guests at a brewery luncheon. The Colonel did 
likewise when the Sales Executives Club of N. Y. asked him to speak 
at the club’s luncheon, retaliating by having 200 club members as his 
guests... 

James A. Coveney, partner, George A. McDevitt Company, news- 
paper rep., acquired a wife a couple of weeks back, and chose a bridal 
breakfast he gave for his friends to meet a pair of newlyweds from 
Boston to reveal the merger. His missus is the sister of his first wife, 
who died 11 years ago... 

Lynn Phillips, Jr.. and Mary McDonough capped an office romance 
by telling it to the preacher. Both are on the N. Y. sales staff of Harp- 
er’'s Bazaar. . . Frank G. Handren, pres., Park & Tilford Import Cor- 
poration, is back from a month’s business trip abroad during which he 
discussed fall sales and advertising plans with foreign shippers... 


Adman-Congressman Bruce Barton is penning an article gratis for 
Staff, the new butler’s magazine. He comes up for re-election shortly 
and domestic employes comprise a sizeable share of the voters in the 
“Silk Stocking District” which he represents, which appears to be rea- 
son enough.. . 

If you fancy yourself a sleuth, try to find out who the copywriter 
is who signs his short story in the August Scribner’s under the name, 
Edward Horton. It’s a pseudonym, and he works outside of N. Y... 

Alan R. Wile has not retired from business, but will be back in 
Chicago in the fall, according to Coy Glidden, his associate. Mr. Wile 
is resting at Winter Haven, Fla... 

Roy E. Linder, of Arkansas Dailies, Inc., has been doing a lot of 
touring as the result of arrival of a seven and one-half pound girl in 
the bosom of his family. Mr. Linder has his office in Chicago, his home 
in Niles Center and the latest center of attraction in an Evanston 
hospital. .. Son William James was welcomed into the family of Wil- 
liam Pohimann, program chairman, Davenport Advertising Club, July 
BP es 

The Chicago Circulation Round Table is missing Frank Cargill, cir- 
culation manager of Hygeia, who is honeymooning in the East follow- 


-ing his marriage July 18 to Mildred Hanson, former fellow worker in 


the American Medical Association headquarters. . 


Stanley Hack, Cub third baseman, broke two toes for Charley 
Younggreen, executive v.p. of Rein :ke-Ellis- Younggreen & Finn, Chi- 
cago agency, with a foul in the last game of the Giant series. Young- 
green will be out of the line-up for a month or so... 

Judith joined the household of Mr. and Mrs. Albert H. Kent July 


20. He's treasurer of David & Kent Company, New York newspaper 
rep... Dorothy Baskervill, daughter of the publisher of the Baltimore 


News-Post, is gaining experience working on the Washington Times as 
a cub reporter. 

Bronley House, announcer, soloist and program director for NBC, 
Cleveland, and Honor Gregory, head of ‘Gregory Advertising, Inc., 
Cleveland, will repeat the vows Aug. 5. The wedding will take place 
in the formal gardens of Butler University, Indianapolis. . . Frederick 
W. Huels, advertising and welfare director of the Madison Gas & Elec- 
tric Company, Madison, Wis., and Eileen Slocum were married 
cently. .. 

Bernard J. Appel, Philadelphia adv. exec., and his wife suffered 
serious burns when their cabin cruiser was enveloped in flames fol- 
lowing a gas tank explosion in the channel behind Atlantic City. 
Clothes aflame, they leaped into the bay and were rescued shortly. . . 

O. N. Wilton, mer., export division, Bell & Howell Company, Chi- 
cago, sailed aboard the Empress of Australia July 19, bound for Eu- 
rope. He will spend several months in the British Isles, Scandinavian 
countries, Holland, France, Switzerland and other European countries 
reviewing trade conditions in the motion picture equipment field. . . 

Charles E. Vautrain, head of the agency of that name in Holyoke, 


re- 


ee 


EGGS POINT MORAL 


One of two artists who spent two days 
painting hard-boiled faces on 720 eggs 
to be dispatched to the trade by the 
Sanforizing division of Cluett, Peabody 
& Co., New York, in a unique promotion, 


Tough Buyers 
Symbolized by 
9-Minute Eggs 


New York, July 26.—Shirt makers 
and buyers were “egged” into speci- 
fying Sanforized-shrunk shirtings in 
a novel mail promotion launched 
this week by the Sanforizing Divi. 
sion of Cluett, Peabody & Co. Ine. 
“Be a hard-boiled egg for a minute 
and a half’ was the headline on a 
90-second text on shirt shrinkage 
problems, illustrated by a picture of 
a tough-looking gent whose head 
was a real hard-boiled egg, with a 
hand-painted face. 

In specially designed containers, 
720 of the mailing pieces were dis. 
tributed, and Advertising Manager 
R. M. Dowling had no end of touble 
in preparing them. Eggs at this 
season are thin-shelled and _ break 
easily. Expert candlers’ handled 
9,720 before they could round up the 
required number to fit the size and 
shape of the die-cut figure, and 
stand the rigors of boiling and mail: 
ing. 


Offers Marketing Courses 

New York University will offer 
43 courses in foreign and domestic 
marketing during the coming school 
year, including marketing -am- 
paigns, evaluation of media, adver- 
tising psychology. marketing re 
search, advertising copy, layout and 
visualization, direct advertising, ra- 
dio advertising, retail sales promo- 
tion, foreign advertising and indus- 
trial marketing. 


Universal Display Moves 

Universal Window Display Serv- 
ice, Inc., has moved its main offices 
to 16 Pitkin street, New Haven, 
Conn. A branch office will be main- 
tained at 134 Allyn street, Hartford, 
| Conn. 


Mass., has purchased a residence i1 South Hadley, Mass... 
Here is the true top class in week—a substantial market that | Harry Norman Birdsall, Jr., art and production megr., Calvert COLLINS 
i . Americe’s mass purchasing power vou can reach with one insert or- | enters, recently bettered the omen werns's recor of 61.75 ren 1 
BP “ } ; i : |} per hour for outboard motors by piloting his outboard craft at the . 
—_—— economy : the emploved American der. For PEOPLE'S PRESS is rate of 62.85 m.p.h. in mile trials on the James River at Richmond, MILLER & 
4 union worker. national—~e chain of 96 unten ie- Va. He holds the official world’s record of a 60 mile outboard motor 


boat marathon with an average speed of 52.53 


b2 m.p.h. 
The 


bor newspapers ! 


HUTCHINGS 


And here is his paper, devoted to Chicago office of Seagram-Distillers Corporation had its new 


pies his sews. 1 : his livi telephone number “fixed.” The number is Andover 5757 which ties in 
; ews, fis interests, his living Ihe statistical story? It’s a nicely with its 5-Crown and 7-Crown blends. W. Ed. Smith, formerly ING 
x standard: PEOPLE'S PRESS. honey. And we'll be happy to advertising and sales promotion mgr., Swift & Co., Chicago, has decided . 


to make Chicago his permanent place of abode, after a year of travel- 


send it to you, on request. ing through the South. 


PEOPLE'S PRESS is loval to 
America’s And 
PEOPLE'S 


PRESS and its advertisers. 


Leroy E. Snyder, of the Gannett Newspapers, Rochester, and Dwight 
Marvin, of the Troy-Record Newspapers, are members of a committee 
of prominent citizens studying the creation of a New York State Bureau 
of Municipal Research. Louis F. Keifer, n.a.m., Tribune-Star, Terre 
Haute, Ind., has been named a member of the committee now working 
to create a tuberculosis sanitarium for the east 
sanitarium. . 

The organization took time out July 21 for a 
luncheon at Medinah Club to two members of the national advertising 


union workers. 


The Newspapers of Labor 
thre vre loval to it. ’ 


That's the loyalty of eight million 


People’s Press 


Net'l. Advg. Office: 1133 Gro dary. New York. N.Y 


PHOTO-ENGRAVERS 
IN CHICAGO 


wing of Vigo county 


dollars worth of purchases each 


Chicago Tribune 


PEOPLE BUY. . WHERE PEOPLE WORK .. WHERE PEOPLE'S PRESS IS READ department--J. J. (Milt) Dempsey and Al Dreier. These two lads 
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Sunkist Dealer 
Offered Aid in 
New Sound Film 


Los Angeles, July 26.—Following 
favorable reception accorded pre- 
views of its new sound film, “Sunkist 
for Profit,” the California Fruit 
growers Exchange today estimated 
that the picture would gain an audi- 
ence of 50,000 Sunkist dealers in 500 
showings before the end of the year. 

This film—the third in a series de- 
signed for fruit and grocery dealers 

presents a merchandising course | 
for jobbers, dealers and their sales- 
men in selling oranges and lemons. | 
In addition, it portrays many of the | 
research methods employed by the | 
Exchange in building its advertising 
program, 

The story is told in four reels, the 
last of which is in color showing the 
basic types of selling displays. Edwin 
¢. Hill and Alois Havrilla interpret 
the narrative, with the musical set- 
ting provided by Xavier Cugat and 
his orchestra. 

Twelve projection units are avail- 
able at Exchange headquarters in key 
cities for showings to trade groups. 
To date, the picture has been shown 
in Amarillo, Tex., Bellingham, Wash., 
and at the Visual Education Confer- 
ence recently staged in Chicago. 


Park & Tilford 
Adds Wines to 


Liguor Lineup 


New York, July 27.—Entering the 
domestic wine field on a wide scale, 
Park & Tilford Import Corporation 
has acquired sole distribution rights 
for Beaulieu Vineyard, Rutherford, 
Cal. A complete line of wine prod- 
ucts, including 15 varieties, will be 
marketed nationally. 

Advertising plans for Beaulieu are 
in the preliminary stage, since dis- 
tribution for the products is the 
first objective. The company has 
been in business since 1900, and 
1,250,000 gallons of maturing wine 


Charles M. Storm Company will 
handle the new account. 


Mid-Year Card of 
“Post-Dispatch” Out 


The Chicago office of the St. Louis 
Post-Dispatch has issued its mid- 
year directory of advertising agen- 
cies and publication representatives. 

Copies may be secured from the 
paper's office in Tribune Tower. 


Italian Cheese in N. Y. 


Societa Anonima Egidio Galbani, 


Melzo, Italy, manufacturer of “Bel 
Paese” cheese, will establish its own | 


sales organization in 
der the name of Bel Paese Sales 
Company, New York. Philip Ritter | 
Company, Inc., New York, will han- 
dle advertising. 


America, un- 


To Promote Kijafa 
Kijafa (pronounced Kee-Affa), Da- 
ish cherry wine recently intro- | 
duced in the United States, will be 
promoted by Gotham Advertising 
Company, New York, in local Scan- 
dinavian newspapers. 


fo the FOREIGN RESIDENTS 


OF METROPOLITAN 
NEW YORK 

“WBNX*in 

he antater is YORK 

1000 warts cay awo wicut 

The Station that Speaks Your Language 


BAKERY USES AIR CONDITIONED DELIVERY 


Ahrens Brothers Pie Stores, Los Angeles, operates a fleet of door-to-door cars. 


Picture Losses 


to Be Reduced 
by Typography 


Madison, Wis., July 28.—Most hotels 
buy the cheapest pictures on the 
market because of the depredations 
of guests who like to take souvenirs 
with them. Hitherto, there has been 
no way of halting this loss short of 
searching the traveler’s baggage. 

The Park Hotel here believes it 
has solved the problem by placing 
glaring red letters under each pic- 
ture: “Print stolen by occupant of 


room.” 


| When the picture is removed, the 
sign stares stonily at the guest, re- 
/minding him that when a bellboy 
|comes for his baggage, the theft will 
|be discovered. 

The Park Hotel is planning to 
use more expensive pictures in the 
future. 


Now MerkeTempe 


Tempo Pictures, advertising pho- 
tography, has changed its name to 
Marks-Tempo. Offices are at 303 W. 
42nd street, New York. 


J&L Changes Name 


Stanley I. Fishel has joined Jasper 
& Lynch Inc., New York, and the 
name has been changed to Jasper, 


AN ANNOUNCEMENT BY 
LORD & THOMAS 


DON FRANCISCO HAS BEEN ELECTED 
PRESIDENT 
OF THE AGENCY 


For SEVERAL years past. Albert D. Lasker, 
retiring president and principal stockholder of 
Lord & Thomas, has planned to withdraw from 
active service upon the completion of his fortieth 
year of continuous service with the firm. That anni- 
versary occurred May 31 last, and Mr. Francisco 
now becomes Mr. Lasker’s successor. 


Mr. Francisco has been connected with 


Lord & Thomas directly and indirectly for twenty- 


four years; for many years as Executive Vice Presi- 


dent in charge of Pacific Coast offices. He will 


assu..:¢ the presidency of the agency on October 1 


and will make his office in New York, which now 


becomes headquarters of the firm. 


The management, personnel and facilities of 


local offices will remain unchanged ; Mr. Francisco 


will correlate their work from the New York office. 


THE FOLLOWING OFFICERS AND DIRECTORS HAVE ALSO BEEN ELECTED: 


EXECUTIVE VICE PRESIDENTS 


Sheldon R. Coons, New York 


David M. Noyes, Chicago 


VICE PRESIDENTS 
Edgar Kobak, New York - Thomas M. Keresey, New York « Edward Lasker, New York - Mary L. Foreman, Chicago 
H. G. Little, Dayton - Don Belding, Los Angeles « John Whedon, San Francisco « Leonard Masius, London, England 


SECRETARY AND TREASURER 
Wm. R. Sachse 


Reginald R. Faryon, EXEC. V. P. IN CANADA 


DIRECTORS 


Sheldon R. Coons - Mary L. Foreman - 


Don Francisco - 
Edward Lasker - David M. Noyes - 


Wm. R. Sachse - 


Albert L. Hopkins « Albert D. Lasker 
Ralph V. Sollitt 


OFFICES OF LORD & THOMAS 


NEW YORK 
HOLLYWOOD 


CHICAGO 
DAYTON 
TORONTO, ONTARIO 


LOS ANGELES 
LONDON, ENGLAND 
MONTREAL, QUEBEC 


SAN FRANCISCO 
PARIS, FRANCE 
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Small Stores | 


Walk Away with 
Display Honors 


New York, July 26.—Small town 
stores competed with some of Amer- 
ica’s best known department stores 


in the window display contest spon- | 


sored by Nashua Manufacturing Com- 
pany, winners of which were an- 
nounced here today, and two of the 
first three prizes went to communi- 
ties of less than 5,000 population. 
First prize of $100 was awarded to 


the Pioneer Store, Redding, Cal.; 
second prize, $50, to Schuneman & 
Mannheimer, St. Paul; and _ third 


prize, $25, to City of Paris store, Ore- | 
A basic stipulation in the | 
contest was that the display had to 


ville, Cal. 


feature Indian Head sheets and Snow 
White and the seven dwarfs. 

Jordan Marsh Company, 
Silverbloom’s, Granite City, 
Blumberg’s, East St. Louis, Ill; 
Gray’s, Booneville, Miss.; Damon’s, 
Mason City, Ia., and Maher's Depart- 
ment Store, Vero Beach, Cal., re- 
ceived honorable mention. 


Ill; 


Advertising in 


Boston; 


WINNER IN SNOW WHITE WINDOW CONTEST 


This display, featuring Snow White and the dwarfs, won first honors for the 
Pioneer Store, Redding, Calif., in a competition sponsored by Nashua Mfg. 


Company for Indian Head sheets. 


| Sales ; Tok ens 
Add New Point 


to Range Copy 


Kansas City, July 21.—-The Kansas 


Breakfast in 
7:35 Captures 
Chicago Ribbon 


July 


| Chicago, 26.—Ann Wisdom, 


Earnings of 
Advertisers 


General Motors Corporation 

Net earnings for the quarter ended 
June 30 amounted to $24,786,002, 
compared with $65,731,000 for the 
same period last year. Net earnings 
for the first six months of this year 
totaled $33,020,019, against $110,545,- 
266 for the first half of 1937. 


Chrysler Corporation 


For the quarter ended June 30, net 
income was $3,599,630, compared 
with $16,542,306 for the June quarter 
of 1936. For the first half of this 
year, net income amounted to $5,- 
709.599, against $27,456,609 for the 
corresponding period of last year. 


Continental Baking Company 
Net profit for 26 weeks ended 

June 25 was $2,077,514, compared 

'with $1,472,484 for 26 weeks ended 


June 26, 1937. This is an increase 
of 45.5 per cent. Net sales for 26 


weeks of this year were $32,627,416. 


Shell Union Oil Corporation 

For the quarter ended June 30, net 
profit was $2,922,990, compared with 
$4,806,448 in the same quarter last 
year. For six months ended June 30, 
net profit amounted to $5,830,437, 


oe 
<< 


June 30, compared with $1,170,994 
for the June quarter of 1937. Ne 
profit for the first six months totaleg 
$928,943, against $2,576,409 for the 
first half of 1937. 


Cutler-Hammer, Inc. 

For six months ended June 39, 
net loss was $75,760, compared with 
net profit of $1,002,493 for the firg, 
half of the previous year. For the 
quarter ended June 30, indicated net 
loss was $41,343, against net profit 
of $551,709 for the corresponding 
period last year. 


National Dairy Products 

Net income for six months ended 
June 30 amounted to $4,845,134, com. 
pared with $5,079,542 for the first 
half of 1937, a drop of 4.62 per cent. 
Sales aggregated $165,288,075, against 
$170,133,962 for the same period in 
1937, a decrease of 2.85 per cent. 


Lambert Company 

Consolidated net profit for the 
quarter ended June 30 was $223,324, 
compared with $204,683 for the June 
quarter of the previous year, an in- 
crease of 9.10 per cent. For the first 
six months of this year, net profit 
was $613,326, compared with $652,061 
for the first half of 1937. This is a 
decrease of 5.95 per cent. 


Loose-Wiles Biscuit Company 
For six months ended June 30, net 
profit was $347,100, compared with 


\| > 


British Papers 


City Gas Company is using direct | wife of a WPA worker, won the against $8,480,927 for the first half 


le | : : ents : o Heagsee $435,412 for the first six months of 
th pe , a ee rr Pea eee om rey ’s | of 1937, a drop of 31 per cent. J ; 
., ff t mail to te I the same story which ap | cookoff staged here today by People 8 | ‘ Dp last year. For the June quarter of be 
nee er en pears on its 24-sheet posters, but is|Gas Company following sectional con- | Bon Ami Company this year, indicated net profit was a 
visualizing the low cost of cooking tests in which four se mi finalists won Report shows net profit of $679,035 $207,414, against $147,103 for the 8 
sai I nels » LE Snace wae ose — by rarneagpee-- iat eae ar —_ - 7 particl- | oy six months ended June 30,/same period of last year, a rise of . 
ial sondon, England, July 16 ‘Space tokens representing the two mills set | pate in the finals. Mrs. Wisdom fried against $678,998 for the first six | 41 per cent Ir 
used by advertisers in the six big as the cost of preparing each meal. ham and eggs and prepared toast ; ; of 1937 For the quarter t 
national daily morning papers’ in The ¢ any’s poster reads: “The|and coffee in seven minutes, 35 sec- a = a ' it | E. I. du Pont de Nemours st 
1e company’s poster ads: ane ls 1 S, vo § ended June 30, indicated net profit e ae : 


Great Britain for the first six months 
of this year was 4 per cent less than 
that for the same period of 1937. 
This includes classified advertising. 

The Daily Telegraph again carried 
the largest volume of advertising, 
with a total of 317,668 inches. It 
was the only big national newspaper 
to show an increase, reporting a gain 
of 600 columns. 

Illustrated dailies gained 
cent 


6.6 per 
six 


in advertising for the first 


modern gas range will cook the aver- 
age meal for only two mills per per- 
son.” 


same wording. Affixed to it, however, 
are two state sales tax tokens repre- 
senting two mills. The coins were 
attached by glue. 

R. T. Ratliff, advertising manager 
yf the company, said that 25,000 of 
he broadsides were mailed. This 
made the cost of the enclosures $50. 


| onds, somewhat above the time regis 


tered in the preliminaries. 


The direct mail piece carries the | vading ringside at a championship | 


The tension resembling that per- 
|fight, and a broken yolk being re- 
garded as the equivalent of a low 


punch, the four contestants went to 


work at 11 a. m., with Bob Purcell 
giving a _ blow-by-blow description 
over Station WCFL. Phil Libby, 


regular conductor of the gas com- 
pany’s “Peekers in the Pantry” pro- 


was $341,726, compared with $361,689 
for the June quarter of the preceding 
year. 

Bayuk Cigars, Inc. 

For six months ended June 30, 
consolidated net income was $473,291, 
lan increase of 20 per cent over the 
$393,205 for the first six months of 


| 1937. 


General Mills, Inc. 


For six months ended June 30, net 
profit was $18,947,605, compared with 
$39,836,234, a drop of 52.44 per cent. 
Net profit for the June quarter was 
$9,877,003, against $16,974,327 in 1937 
and $13,724,894 in 1936. Sales for 
the first six months of 1938 totaled 
$105,392,000, against $154,123,000 for 
the first half of 1937. 


Conde Nast Publications 


Net profit was $135,356 for the 


A AR AIOE : : ; ; The company reports an increase : 
months of this year, compared with | phe hand work involved in securing| gram, acted as referee, and a half | a ly A eamgeoeA “hy eas adeaieae tee first half of this year, compared with v 
the same period last year. the tokens to the mailing ran the|dozen home economists served as |), ‘ven ended May 31, compared $127,790 for the same period a year Fe 

iverhead up considerably, however. | judges. Appearance of the breakfast. with the same period last year. For ago, an increase of 5.91 per cent. - 
. ° um l oe _ ‘ — ae saatoha _ - ae t 
Ellis Gets McLaughlin as bm as spe d, was wi ighed. the year ended May 31, net earnings | Union Carbide & Carbon 

W. F. McLaughlin & Co., Chicago, LeQuatte Gets Reardon . ystacmived- sliced Star ham figured | were $4,110,631, compared with $4,- Net profit for the quarter ended 
roaster of Manor House coffee, has H. B. LeQuatte, Inc., New York, wed a Sontnge. Tappan stoves were | 940.895 for last year. Net sales for June 30 was $3,721,725 ‘ d 
appointed Sherman K. Ellis Com-| has been appointed by W. G. Reardon used. Mr. Libby explained that the | the year amounted to $152,673,157. witl $10 505 140 rin ihe June ies 
pany, Inc., Chicago, to handle its ad-| Laboratories, Inc., Port Chester, N, Weather and many other factors af- : . . ape ‘or the vune quar- 
vertising. Y. Magazine sections will be used | fected the performance of the cooks. Champion Paper & Fibre ter of the preceding year. For six 
a in New York, Philadelphia, Boston, Mrs. Wisdom won a Servel gas re- | Net income for by or ended months ended June 30, indicated net 
Minneapolis, and St. Paul news-/ frigerator for her successful efforts. April 24 totaled $1,557,439, compared | profit was $7,931,058, against $20,- 

papers. with net income of $1,753,408 for the | 452,852 for the first half of 1937. 

—— opp: preceding year. " 
RB “Star-N ~ Boyd Leaves Million G | Foods C F Lehn & Fink Products 
uys ar-News William Boyd, former vice-presi- | 7EREFa’ FOOCS OFPORG NOH this| Report for six months ended June 
—y + OP .. Rinaldo B. Page, president, Star- dent of the Curtis Publishing Com- For the first — opt goes wens 30 shows net profit of $154,796, com- 
owners in the East News, Inc., Wilmington, N. C., has), pany, Philadelphia, who died Sept.| Yea", net profit was $6,291,078, com- pared with $238,130 for the first half 
ou sory inf | purchased the Star-News from R. | 18, 1937, left an estate of $1,000,000 | pared with $6,868,923 for the corre- of 1937 For tl J arter of hi 
W. Page Corporation, publisher of to his immediate family, a petition|sponding period a year ago. Net poner a ee goons ag ahd — 
ee Twe OF THe eeen AnD TRY newspapers in Columbus, Ga., and|revealed in Orphan's Court last|sales were $65,649,666, against $68,-|" °.’ dicated net profit was $50,905, 
i eo ehonbway-stw volte Bradenton, Fla. week 376,441 for the first six months of | ®8@!nst $109,244 for the 1937 June 
; i = - = - ————— | 1937. For the quarter ended June quarter. 

. 30, net profit amounted to $2,915,351, | White Rock Mineral Springs 
: compared with $2,778,935 in the June For six months ended June 30. net 
Ps quarter of 1937. Net sales for the | profit was $155,653. compared aren 

wil ’ " | ? pipe ities at Ons t : ~~ 00,900, pared wil 

ie YOU RE RIGHT. WE RE START- | June quartet totaled $31,384,580, com 226,707 for the same period in 1937. 

} % |pared with $31,849,169 for the same 

2 ING A NEW CAMPAIGN IN _period last year. Plymouth Oil Company 

4 | - sa. % —_ , 
ADVERTISING AGE AT ONCE. Kimberly-Clark Corporation | Comsctidated net profit for six 
hi | Net profit for 12 months ended months ended June 30 amounted to 
Be. |June 30 was $2,151,241, compared | $1,528,120, compared with $1,362,996 
- | with $1,994,063 for the same period | for the first six months of 1937, For 
‘a year ago. This is an increase of | ‘he quarter ended June 30, net profit 
7.88 per cent. Net sales for the | WS $625,228, compared with $722,677 
i ‘year ended June 30 totaled $26,673,- | for the June quarier of last year. 
4 372, against $25,242,903 for the same Houdaille-Hershey 
, ri i 927 ‘or > ¢ 
period in 198%. Fot the quarter! Report for the June quarter shows 
; ended June 30, net profit was $424,-| net profit of $143,004, compared with 
be 569, compared with $621,428 in the $1,020,468 for the June quarter of 
Ps. June quarter of 1937. 1937. For six months ended June 30, 
Underwood Elliott Fisher net profit was $172,333, against $1, 
Preliminary report shows net profit | 647,582 for the corresponding period 
i of $371,503 for the quarter ended a year ago. 
Seal’ ? 
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4 OMaIL 0. OWL 
. by ALLIS McKAY 
3 Here is a novel carrying a double kick for every man or 
F . - ee : 
7 woman in advertising. Centering in an agency, it tells a fast- 
Pus ° boi ° ® ° 
4 moving, exciting story in your own language. You'll recognize 
& the set-up; you may even recognize yourself! price $2.50 
’ THE MACMILLAN COMPANY e 60 Fifth Ave., N. Y. C. 
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HARGE DEALERS 
TAXED WITHOUT 
REPRESENTATION 


Said to Resent National 
Advertising Policies 


i 
Madison, Wis., July 28, — Both | 
small town dealers and their weekly | 
newspapers are disturbed by the! 
vrowing practice attributed to manu- | 
facturers of asking retailers to con- | 
tribute to advertising funds whose 
disposition is directed solely by the 
manufacturer. This is one of the 
salient points made by “Revenue 
Sources of Country Weekly News- 
papers,’ just published by the De- 
partment of Agricultural Journalism, 
College of Agriculture, University of 
Wisconsin. 

One of the questions asked in the 
survey was: “Do you find national 
advertisers forcing local dealers to 
contribute to a general advertising 
fund to be used as the manufacturer 
and not as the local dealer desires?” 

“Wisconsin weeklies appear to be 
hothered more by this practice than 
are publishers outside the state,” 
said the report. “In some sections 
there is a strong feeling of resent- 
ment against the tactics of manufac- 
turers While in others the publishers 
seem to feel that nothing can be 
done to offset the practice.” 


Reports from Others 


No less than 80 per cent of the 
Wisconsin weeklies feel that this 
situation exists, only 20 per cent re- 
porting that it has not come to their 
attention, The out-of-state replies ran 
67 to 33 per cent, the average for 
all weeklies being 74 per cent in the 
affirmative. 

The survey found that national ad- 
vertising accounts for only 12.6 per 
cent of total income of Wisconsin 
weeklies. This is somewhat higher 
than the average for out-of-state pa- 
pers reporting—11 per cent. 

Total income of the Wisconsin 
papers is divided as follows: All ad- 
vertising, 51.9 per cent; commercial 
printing, 31.2 per cent; circulation, 
16.8 per cent; miscellaneous, below 
1 per cent. 


For Direct Mail Check 


Theodore S. Ruggles, Advertising 
consultant, New York, has issued 
“The 50 Questions Quiz,’ a booklet 
listing 50 salient points for  pre- 
checking the effectiveness of direct 
mail advertising. Copies of the 
booklet may be obtained from the 
company’s office at 11 W. 42nd 
Street. 

Gets Quinlax 

Lawrence C. Gumbinner Adver- 
tising Agency, New York, has been 
appointed to handle advertising of 


Quinlax cold tablets. marketed by 
Vadsco Sales Corporation, Long | 
Island City, division of American | 
Druggists Syndicate. 


Form Radio Agency 
Weill & Wilkens has been formed | 
1 New York to specialize in radio | 
idvertising. Principals are Norman 
Weill, radio producer, and Berne 
W. Wilkens, formerly with WMCA 
‘nd the Yankee network. 


' 
| 


| sociation, Hotel Statler, 


PATRIOTIC NOTE IN DISPLAY DRAWS FAVORABLE COMMENT 


~ 


Ata 


There's not a semblance of commercialism attached to this 65-foot spectacular sponsored by Junge Baking Company, Joplin, 


Mo. 
countryside. 


Sleroin Harms, 
Al Salisbury 
Join Blackett 


Chicago, July 28—Blackett-Sam- 
ple-Hummert, Inc., today announced 
the addition to its staff of two wide- 
ly known agency executives. 
are A. L. Salisbury, who resigned 
as vice-president of Reincke-Ellis- 
Younggreen & Finn, and Marvin 
Harms, who left the local office of 
Young & Rubicam. 

Both of the account executives 
scored their greatest successes in 
the field of liquor and beer. Mr. 
Salisbury handled the account of 
Glenmore Distilleries after repeal. 
Some of the handsome four-color 
plates he developed for Glenmore 


Coming 
Conventions 


Aug. 8-11. Annual convention, Na- 
tional Association of Better Business 
Bureaus, Inc., Grand Hotel, Mackinac 
Island, Mich. 


Aug. 14-17. Annual convention, 
International Association of Printing 
House Craftsmen, Boston. 

Aug. 16-19. Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 

Sept 12-13. Annual convention, In- 
surance Advertising Conference, 
Oyster Harbors Club, Osterville, Mass. 

Sept. 12-16. Semi-annual conven- 
tion, Premium Advertising Associa- 
tion, Hotel Astor, New York. 


Sept. 16-18. Annual convention, 
Continental Agency Network, Chi- 
cago. 

Sept. 18-21. Annual convention, 


| Mail Advertising Service Association, 


Hotel Statler, Detroit. 

Sept. 19-20. Southern Newspaper 
Mechanical Conference, Biltmore Ho- 
tel, Atlanta. 

Sept. 19-23. Seventh International 
Management Congress, Washington, 
DBD Cc. 

Sept. 
National 


21-23. Annual 
Industrial 


conference, 
Advertisers 
Cleveland. 
Boston Conference on 
Distribution, Hotel Statler. 

Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual 


Sept. 26-27. 


conven- 


| tion, Association of National Adver- 


Sportswear to Hicks 

tury Sportswear Company, Inc., 

New York, has placed its advertising 
with Hicks Advertising 
New York 


ss 


FISH 
GOLF 
RIDING 


Private club in N. W. Wis. will 
take a few guests. Modern ac- 
©ommodations. Secluded location 
on chain of lakes. Ideal for the 
whole family $25-$30 per week. 

rite R.C. Pratt, Spooner, Wis. 
Or write Kilkare Lodge, 100 N. 
La Salle, Chicago, Franklin 2650. 


en 


tional 
| Washington, D. C. 


tisers, The Homestead, Hot Springs, 


Va. 
Oct. 4-5. Annual meeting, National] 
Publishers Association, Skytop Lodge, 
Skytop, Pa. 
Oct. 8-9 Annual 
Advertising Agency 


convention, Na 
Network, 


Oct. 10-14. Annual convention, Na 
tional Association of Retail Drug- 
gists, Hotel Sherman, Chicago 

Oct. 18-19. Fall convention, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago 


Oct. 20-21 Annual meeting, Audit 
Bureau of Circulations, Chicago. 


pany handled the installation. 


magazine advertising provoked wide 
acclaim. Newspapers also were 
widely used. The Glenmore account 
recently shifted to Gardner Adver- 
tising Company. 


Fortune in Malt 


Mr. Harms was advertising man- 
ager of Premier-Pabst 
pany, manufacturer of malt extracts, 
during prohibition. He did much to 


} 


Sales Com- | 


The illuminated display was erected for the Fourth of July and since that time has been one of the highlights of the 
The theme will be changed as each national holiday comes along. 


Macpherson Outdoor Advertising Com- 


ticularly with human-interest paint- 


ings by outstanding artists in a long | 


list of media. The full extent of the 
Premier-Pabst success was not real- 
ized until the return of legal beer, 
when H. Perlstein, president of the 
malt company, laid down a_ huge 
check for the purchase of Pabst Blue 
Ribbon plants and trade-marks with- 
out a quiver. 


Mr. Harms left 


Premier-Pabst a | 
They | encourage consumption of malt, par-| year ago to join Young & Rubicam. 


INDUSTRIAL 
MARKETING 


Keep Pace with — 
Fashion Trend, 
Agency Advises 


| 
| 
| New York, July 27.—An increas- 
| ingly fashion-conscious public makes 
it essential for advertisers and agen- 


| cies to inject this appeal into the 
design and salesmenship of their 
| products, Abbott Kimball Company 


| emphasized today in a folder titled, 
|“Fashion? In My Business?” 

This folder, the third in a series, 
observes that the “young crowd” who 
|}are buying today have been condi- 
tioned to think in terms of fashion by 
magazines, the radio, the movies, 
store promotions and many major ad- 
vertising campaigns. 


War an Influence 


A past factor influencing fashions 
| first and then merchandising was the 
world war, the agency points out. 
Scarcity of dress goods resulted in 
short, straight scant dresses. Repeal 
likewise brought a change in enter- 
tainment fashions and a resultant in- 
crease in sales of liquor, glassware, 


games, books, and other products 
which are used in home entertain- 
| ment. 


| IF YOU HAVE SOMETHING TO SELL TO THE 


| THOUSANDS OF COMPANIES WHICH SUPPLY 


As: | 


| MACHINERY, EQUIPMENT, MATERIALS AND 


| SUPPLIES TO BUSINESS AND INDUSTRY, YOUR 
MESSAGE SHOULD APPEAR IN THIS PRIMARY 


SOURCE BOOK. USED ALMOST DAILY BY 


THOUSANDS OF ADVERTISING MANAGERS, 
SALES MANAGERS, SPACE BUYERS AND 
OTHERS FOR BOTH MARKET AND MEDIA 
INFORMATION. WRITE INDUSTRIAL MARKET- 
ING, 100 E. OHIO ST., CHICAGO, 330 W. 42ND ST., 
NEW YORK, FOR FULL DETAILS. 


Oct. 21-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- | 
tion, Fort Worth, Tex 

De 27-30 Annual convention, 


American Marketing Association, De- 
troit. 


/ 
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ADVERTISING AGE 


DEALERS CHOOSE 
THEME FOR FALL 


LINK-BELT COPY 


(Continued from Page 1) 
“He's Wrong!” and adds “Now you 
can have low cost automatic heat,” 
leading into more detailed copy. 

This same copy bears a smaller 
cut of a masked burglar making off 
with a bag of money, captioned, 
“Stop that heating thief with a Link- 
Belt Automatic—heats with dimes 
instead of dollars.” 


Asks Immediate Action 


The first insertion in the series 
makes a strong plea for immediate 
action on the stoker prospect's part 
showing a newspaper bearing the 
headline, “Hard Winter Coming!” 
and emphasizing that “Now is the 
time to do something.” 

The institutional series, scheduled 


to appear between the two other in- | 


sertions, makes no mention of stok- 


ers but does tie in to some extent | 
with its headline, “Keep the Home 
It offers a strong 


Fires Burning.” 


@ It's always our desire to come 
through for you one hundred 
percent. We have the finest 
modern equipment, and an up- 
to-the-minute organization, with 
a reputation of producing the 
finest engravings, ad-setiing and 
printing. Our day and night 
3-in-l1 service enables us to 
deliver the finished job—on 
scheduled time—at a definite 
saving of TIME, TROUBLE and 
MONEY. We think and act in 
terms of results. That's why we 
are successfully serving so many 
of the leading advertising agen- 
cies and advertisers. Let us 
demonstrate the value of Faithorn 
COMPLETE SERVICE to you. 
Our representative will gladly 
show you samples of our work. 
Simply phone, Wabash 7820. 


Exceptionally well fitted to submit ideas. 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


The production 
on this reduced 
advertisement 
was handled by 
Faithorn Corp. 


ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish 
but all are here, ready to serve you 


Speed, economy and satisfaction assured 


FAITHORN 


CORPORATION 


504 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


DAY AND NIGHT SERVICE 


REPRESENTS U. S. AT GLASGOW CONVENTION 


Harry G. Atkinson, head of the Chicago hotel agency of that name, with Mrs. 
Atkinson, chatting with Lord Southwood, president of the British Advertising 


| argument on behalf of this mechan- 
| ical age and disputes the contention 
that machines throw men out of 
| work. 

“Where would the truck driver be 
| without his truck?” it asks. “What 
|would happen to the families of the 
| train conductors, the engineers and 
| Pullman porters if you repealed rail- 
|}roads? Would Detroit’s problems be 
isolved if humanity, overnight, de- 
| cided to go back on the hoof? Junk 
machinery and you junk America!” 


This advertisement is also sched- | 
uled to appear this week in a special | 


issue of the Dearborn Press, Dear- 
born, Mich., commemorating Henry 
Ford’s birthday. 

The entire series of advertisements 
jhas been furnished to dealers and 


other promotional literature. This 
includes a plan book for local news- 
paper copy placed under the com- 
| pany’s dealer-cooperative arrange- 
; ment. 

| Homer 


McKee, vice-president of 
Erwin, Wasey & Co., Chicago, pre- 
_pared the advertisements, with the 
jagency placing the campaign. 


Office Machine 
| Retailers Ask 


Price Minimum 

s 
New York, July 28.--After hear- 
ing State Senator A. Spencer Feld, 
co-author of the  Feld-Crawford 
Fair Trade Law, deplore’ unfair 
trade practices legislation  spon- 
sored by grocers, among others, the 
National Typewriter and Office Ma- 
chine Dealers Association adopted a 
resolution urging manufacturers of 
office equipment to place their prod- 
ucts under fair trade statutes in 43 
states having such laws. 

One manufacturer of portable 
typewriters has issued fair trade 
contracts in 14 states, it was said. 
Other producers of office machines 
have made desultory price mainte- 
nance efforts in a few states. 


Enforcement Is Impracticable 


Senator Feld took the attitude 
that enforcement of unfair  prac- 
tices acts is hopeless because of the 
necessity of establishing an arbi- 
| trary figure to cover overhead. Since 
overhead varies in establishments 
operated under the same general 
plan, he said the law merely in- 
;duces confusion and conflict. 

Senator Feld asserted that fair 
trade laws have helped the public 
as well as trade factors by reducing 
prices to the consumer. He quoted 
a survey of the New York Phar 
maceutical Council indicating that 
| the reduction in prices amounts to 
| 3.4 per cent. 


tenn Tad Ads 


Tad Ads, Inec., motion picture ad 
vertising service, has been organ 
|ized in Charlotte, N. C.. by Kenneth 
N. Brim. Frances Bell. I. A. Ander 
son and R. A. Duncan 


Association at the international convention at Glasgow. 
nated Mr. Atkinson as United States representative at the convention. 


distributors along with a variety of | 


Lord Southwood desig- 


Electric Range 
Drive to Focus 
on Actual Cost 


New York, July 28.-The Modern 
| Kitchen Bureau today’ disclosed 
| plans for an intensive drive on be- 
| half of electric ranges, with October 
| set up as “Discovery Month,” and 
the campaign keynoted in its slogan, 
“Electric Cooking Costs One-Half of 
What You Think.” 

The fall program follows a_ suc- 
|cessful spring drive in which the 
Bureau used consumer copy in sev- 
eral national magazines. Current 
plans call for cooperative newspaper 
|advertising, spot radio, display and 
salesmen education. Manufacturers 
are also expected to tie in with the 
| drive in individual advertising and 
promotional efforts. 

Focus for the Bureau's campaign 
arises from a recent survey in which 
| the average non-owner of an electric 
range expressed his belief as to the 
'cost of electric range operation. 
This estimate, the Bureau reported, 
is approximately twice as high as 
Bureau tests show to be true. 

Supporting its belief the Bureau 
will send retail salesmen to homes 
where electric ranges are in opera- 
| tion, have them borrow the light bill 
| for use as prima facie evidence in 
| convincing new prospects. 

The Ralph H. Jones Company, New 
| York, is the agency in charge. 


Putman to Publish 


. . 
“Equipment Preview” 

Russell L. Putman has formed Put- 
man Publishing Company, 737 N. 
Michigan avenue, Chicago, to publish 
| Process Industries Equipment Pre- 
| view. The new paper will go to pro- 
protons men of every highly rated 
chemical process plant in the coun- 
try, according to Mr. Putman. 

Prof. Harry McCormack, director, 
chemical engineering department, 
Armour Institute of Technology, will 
be technical editor 


“Dallas News” History 
Makes Bulky Volume 


The MacMillan Company, New 
| York, has published “35,000 Days in 
| Texas,” a history of the Dallas News 

and its forbears. The author is Sam 
Acheson. The volume, with lavish 
illustrations, fills 340 pages. 

“From its first faint birth ery in 
| 1842, at Galveston, the News has been 
}a part of Texas, and Texas has been 
}a part of it,” says the introduction 
by J. J. Taylor 


| 


N. Y. Agencies Merge 

Buchanan & Co. and L. D. Wert- 
heimer Company, New York agencies, 
will merge Aug. 1 under the former's 
hame Erwin D 
dent of Wertheimer. will 
vice-president. 


become 
The Chicago offices 
will also be merged. George Enzinger 
who has been Chicago manager for 
Wertheimer, becomes a vice-president 
of Buchanan 


Schmerler, presi- | 
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The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ang 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 jp 
$4.75 per inch. Write for descriptive folder describing discounts for tern, 
insertions. 


HELP WANTED REPRESENTATIVES WANTED 
Advertising Salesman wanted in New | Wide-Awake, intelligent, experience, 
York City by monthly magazine with| plugging advertising representatiy, 
over half million A. B. C. circulation. | wanted for outdoor publication. Nort; 
Unusual opportunity for executive} American Trapper, Charleston, W. vy, 
type with agency contacts. Salary 
and bonus. 

tjox 1486, ADVERTISING AGE, N. Y. 


Resourceful ad manager capable 
clinching space contracts for estab- 


REPRESENTATIVES AVAILABLE 
ADDITIONAL LINES desired by live. 
wire sales organization. Thorough), 
familiar with Eastern markets. 


lished trade journal. Commission | Box 1490, ADVERTISING AGE, N. y 
earnings a up per eons a, pr / att b4 
few ads, oxcellent future for rea “ = ver ies 
worker. Publication and field grow- BUSINESS OPPORTUNITY 


ing. State qualifications. WANTED: Advertising man who 
Box 1487, ADVERTISING AGE, Chgo.| sei) space. Opportunity to acquit 


POSITIONS WANTED sole control at $3,000, or partial con. 


— ——_ trol at $1,500, of copyrighted bookle; 
SOME MANUFACTURER OR SMALL | on railroad subject of national inter. 
AGENCY will profit by my 14 years| est. Only book of its kind. Address 
experience in agency work. Capable] Nehl, 1412 Great Northern Bldg., Chgo 


in copy, layout, space payne, 

thoroughly experienced’ § estimating -* — 
direct mail production costs. Have MISCELLANEOUS 
organized and worked with sales 


forces. Can produce many examples CURTAILED BUDGETS 
and plenty of A-1 ref. Good reason | ©@M Still afford economical Photo-Oft. 
for change—will go anywhere with set for all pictorial advertising litera. 
opportunity, Can bring several small| ture, booklets, brochures, bulletins 
accts. to agency located or wishing | Circulars, catalogs, charts, diagrams 
to open eastern branch. Reas. sal- direct-mail pieces, sales _letters, et 
ary. Age 35, married, Protestant, 6 No typesetting or engraving expense 
footer. Good education. Can meet|@nything previously printed can be 
and sell executives. For interview | processed for less; anything that cay 
write be printed can be processed. 
Box 1488, ADVERTISING AGE, Chgo. 300 COPIES (Size 8%x11") $2.50 

: neeaesnenerees Additional hundreds only 25c 
ADVERTISERS-MEDIA-AGENCIES Even lower prices for larger 
Sver wo , “clos P > cor- : quantities 
ee > — oe, re All sizes furnished. Free informative 
publicity director. Enough said. booklet on request 


Laurel Process, 480 Canal St., N. Y. ¢. 


Iam a young and I believe aggres- a 
sive executive who can whip out pro-| GET BUSINESS AT LOWEST COsT 
motion ideas, selling copy, knows how | We will gladly send you samples of 
to buy economical production, and| our new PHOTO AD-CARDS. The, 
procure newsworthy publicity for] get results. Adapted to any business 
you. Write now for a_ personalized] or profession ; 

sales presentation and _ references| GRAPHIC ARTS PHOTO SERVICE 


from advertising men whom you] Market & Third Sts. Hamilton. Ohi 
should know 3 : 


Box 1489, ADVERTISING AGE, N. Y.| just relensed! S82 tested earning 
COMPETENT SECRETARY available | plans, many worked in spare time 
in Chicago territory. Seven years’|used by writers, advertising, news- 
experience in publishing and adver-| paper people. Some have made ove: 
tising. Box 1492, ADVERTISING AGE, | $1,000. Send $1.00 to SYNDICATORS 
Chicago. 3335-A Diversy, Chicago. 


Milli D ll ‘ducers have cooperated before, but 
| ion Oo ar |;never have producers, distributors. 
e theater chain owners, and independ- 
Fan Drive for ent exhibitors joined in a single pro- 
. motion to benefit the entire industry. 
ig. Movie Industry Besides the half-million dollar con- 
|tribution from the producers, money 
|to finance the drive will be collected 
'from exhibitors on the basis of the 
Paul Gulick, former director of | Umber of seats in their theaters. 
publicity, Universal Pictures Corpora- | M08t of the representatives at today's 
tion was named executive director |™eeting were exhibitors, and the pro- 
to coordinate all details of the drive. |sram was enthusiastically endorsed 
An office has been opened here at | Y all. 
1540 Broadway, and another’ is |———~— - 
planned for Hollywood. Frank C. 
Walker, president, Comerford The- | 
aters, and treasurer, Democratic Na- 
tional Committee, will serve.as treas- 
urer for the campaign. 
Mr. Gulick told ApvertTisinc AGE 
that all of the newspaper advertise- mt 
ments will bear the names of local of merchandise and development st 
theaters who are cooperating. Be-|}| *°TY’*® 
sides plugging the contest among pands and concen ite ot ae 
movie fans, the advertising will Capable of inspiring co-workers to 
stress the movies as “your best en- ong Leng th pte ingen 
tertainment.”’ a salary that will be mutually ac- 
Mr. Gulick declared that the com- —— 
ing campaign will be the first in- | oe og ag fg rn 
stance of whole-hearted cooperation ||) “!N® 
among all branches of the industry 
to increase patronage. Various pro- | 


(Continued from Page 1) 


MERCHANDISING—MARKETING 


A man in the 40s qualified by edu- 
cation and experience offers his ser- 
vices. 

An analyst in merchandising and 
marketing—from manufactory to con- 


Address Marketer, 
Box 1491, Advertising Age, New York. 


——— 


“A GOOD-LOOKING PHOTO, SIR!” 


You're wrong, mister. That's a Rapid Photostat you're 
looking at!” People are constantly mistaking our Glossy 
‘Stats for photo prints—they’re that sharp. clear and 
true. And, naturally, they cost far less. So . . . when 
you want the very best in photostats and service—and 
want real economy besides——use Rapid! Samples, prices 
on request, 


RAPID COPY SERVICE CO. 


NEW YORK — CLEVELAND _ CHICAGO 
All Phones All Phones All Phones 


VA. 3-3680 MAin 9335 STAte 5977 
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Os Advertising tt fective 
e  Cungs RESULT§/ 


. . . Says HARRY SINGER, Advertising Director of 
Simplicity’s Prevue Magazine. . . ... . 


discovers 0 
8,000 eres 


FOOD market on earth! 


the greatest 
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These are examples of the smashing full 
pages whieh Simplicity’s Prevue uses consist- 
ently in Apvertisinc Ace. Telling the story 
of this medium to the national advertising field. 


able display opportunities offered by the big 
Apvertisinc Ace page size—10%” wide by 15” 


ard” page, and five times as large as pocket 
size. 


these pages take full advantage of the remark. 


deep—more than twice as large as the “stand- 


HEN Simplicity Pattern 

Company set out, a 
year and a half ago, to focus 
attention of the advertising 
fraternity on its magazine and 
the 8,000,000 women it reaches, 
ADVERTISING AGE was naturally 
selected as the spearhead of 
the promotional campaign. 


Full pages told the dramatic 
story of this unusual magazine 
and its mammoth circulation 
—pages that hammered away 
at the buying power of the 
millions of women who get 
Simplicity’s Prevue Magazine. 
It is never easy to sell adver- 
tising in a “new medium,” 
such as Simplicity’s Prevue 
was when the promotion be- 
gan. But sustained, intelli- 
gent, promotion, in media that 
reached and influenced poten- 
tial buyers, is doing the trick. 


Advertising Manager Harry 
Singer is enthusiastic about the 
value of his magazine, and also 
about the value of his advertising 
in Apvertisinc Acer. Here is his 
story: 


“A year and a half ago. we set 
out to focus the thinking of the 
advertising fraternity on Simplic- 
ity’s Prevue Magazine and its 8,- 
000,000 women. Today, it is con- 
ceded to be the largest army of 
women consumers ever assembled 


schedule of full pages in Ap- 
VERTISING AGE. 


“Judging from our linage 
gains, which are as high as 
150 per cent a month, and the 
constant comment by clients 
and agency men, the campaign 
seems most effective—effective 
only because it brings results.” 

” ” ” 

Thus, Simplicity’s Prevue 
Magazine joins the scores of 
media and services who use 
ADVERTISING AGE intelligently, 
consistently and well for just 
one reason: THEY KNOW IT 
GETS RESULTS! 


To these scores of advertis- 
ers there is no mystery about 
the amazing power of ADvER- 
TISING AGE to produce direct, 
tangible advertising results— 
results which are frequently 
far beyond the expectations of 
advertisers. 


The publishing idea behind Ap- 
VERTISING AGE, vigorously and intel- 
ligently carried on, actually guaran- 
tees a continuing and immediate 
reader interest which cannot help 
but produce results for all who have 
something worth while to say. 


HARRY SINGER 
“... and his 8,000,000 women” 


by a publication. Some believe it 
to be the next big power in the 
magazine field. 


“This Simplicity consciousness, 
on the part of both advertisers and 
agencies, has been brought about 
only by constant wearing in. We 
try to have our sales force make as 
effective calls as possible. We try 
to see that our promotion reaches 
as many people as effectively as 
possible. 


If you haven't yet discovered the 
result-getting qualities of this na- 
tional newspaper of advertising, 
we'd welcome an opportunity to 


“Therefore we show you what can be done. 


use a regular 


Simplicity’s Prevue is 
A New Medium 


Simplicity’s Prevue Magazine was first 
published in 1928, when its parent com- 
pany, the Simplicity Pattern Company, 
Inc. entered the pattern business. Until 
1935, Simplicity’s Prevue Magazine carried 
no advertising. Then another syndicate 
store supplier approached the magazine 
with the suggestion that he be allowed to 
advertise his products in it. 


As a result of this suggestion, the col- 
umns of Simplicity’s Prevue were thrown 
open to advertising, but at first only ad- 
“% vertising of related items was solicited. 
> Less than two years ago it was decided to 
throw the columns open to all types of 
advertising designed to reach women and 
housewives. 


With increases in advertising volume. 
ranging as high as 150 per cent over the 
corresponding month of the previous year. 
the press equipment is being increased 
with the addition of new Goss high-speed 
printing equipment which will make pos- 
sible a maximum of 24 pages instead of 
the present 16, and also the production of 
process color covers on super coated stock. 
These mechanical improvements will be 
put in use beginning with the September 
issue, and will include wire stitching of 


the book. 


Bulk of Simplicity’s Prevue 
Space Run in Advertising Age 


In 1937, when intensive advertising promotion was begun 
for Simplicity’s Prevue Magazine, Apvertisinc AGE carried 
the bulk of the promotional space used in the advertising 
trade press. This year, ADVERTISING AGE again carries the 
brunt of Simplicity’s Prevue Magazine campaign plans, as 
evidenced by the following tabulation: 


Total Space 
Publication No. Insertions (Column ~~ ' 
RNS BOR oscccsccvsccisese 13 
TT” cosocdsegbassesoessesec 1 30 
0 fe SO es 3 90 
SUE EP” cccccncoactesecaeandees 4 180 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


NEW YORK CHICAGO SAN FRANCISCO 
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NOVEL AIR THEME 


| 
| 


fein wow 


vacation Oy e@ 


NATIOWAL PARES Ser WwaT 


Cartoon figures help Western Air Ex- 
press dramatize new economies in plane 
transportation. 


Localized Copy 
Hits Cities on 
Airline Route 


Los Angeles, July 27.—-With em- 
phasis on the economy of air travel, 
Western Air Express has launched | 


a newspaper campaign in 15 news- | 
papers of 11 cities along the line’s | 
route, extending from San Diego} 
through Los Angeles and Salt Lake | 


City to Great Falls, Mont. 

Feature of the campaign is the use 
of “localized” copy in each city, rep- 
resenting a complex production job, | 
but adding to the forcefulness of the 
appeal. Cartoon type illustrations 
are used in each layout. The Mayers 
Company is the agency in charge. 


Distributors Must 
Skip “Tag’”’ Homes 


A $1 license ordinance adopted by 
the common council of Cudahy, Wis., 
provides that houses displaying a tag 
shall not be included in distribution 
of advertising material. 

The ordinance levies a $1 license 
on distributors of advertising matter 
of all kinds. 


Gets Tourist Account 


Italian Tourist Information Office, | 
New York, has appointed Albert | 
Frank-Guenther Law, Inc., New)! 


York, to handle its account. The) 
new campaign will start in Septem- 
ber magazines, with a newspaper 
schedule beginning in October. 


13.9% Loss in 


Retail Linage | 
for Past Week 


. .» AND SO, MAKE USE OF OUR ADVERTISING IN 
ADVERTISING AGE WHEN YOU CALL ON PROSPECTS 


Markets 


— 


Index of Retail Activity in 80 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


New Drug Act 


(Continued from Page 1) 


tion (b) provides that applications 
must contain all of the data specified 
iby Section 505(b). 
| The regulation 

(c) provides: 


under subsection 


“If the Secretary finds, before the | 


date prescribed by 
of the act 


Section 505(c) 
for an application to be- 


come effective, that he has no cause 
to issue an order under Section 
505(d) of the act, refusing to per- 


mit the application to become effec- 
tive, the Food and Drug Administra- 
tion shall so notify the applicant in 
writing and the application shall be- 
come effective on the date of the no- 
tification.” 

The regulation 
|}section (i) 


Sub- 
pro- 


under 
from its 


issued 
exempts 


ple of a food, drug or cosmetic as 
being at least twice the quantity esti- 
mated as sufficient, except in special 
specified cases. Any surplus may be 
turned over to the defendant in the 


case. 


SURGEON ASSIGNED TO 


Washington, D. C., 
K. E. Miller, of the 
Service, has been the 
Federal Trade staff to 
assist in passing on advertising cases 
under the new Wheeler-Lea Act, par- 
| ticularly involving 


Dr. 
Health 


July 28 
Public 
assigned to 
Commission's 


those 


COMMISSION'S STAFF 


scientific | 


Chicago, July 29.—Retail display 
advertising in newspapers during 
the week ended July 23 was 13.9 ie sn. heads o6etees be yan “ te 
30-Week 30- Le o- eek or Loss or Loss 
per cent below the level of the cor- pactan Period Period 1938 1938 W eek Week < : 
: : or . =o ve Gaal 
responding week of 1937, according | Ended Ended Ended over over Ended Ended , 
to the ADVERTISING Ace Index of Re- City July 25, 1936 July 24, 1937 July 23, 1938 1936 1937 July 24,1937 July 23, 1938 Loss 
tail Activity, which credits news-| Akron, 0. ............ 9,133,829 9,728,298 7,053,230 22.8 —27.5 269,087 188,017 30.1 
papers in 80 cities with 13,789,158 | Altoona, oh veakeeenns 3,662,533 ny thte one + —3e ae abby Bi poe 7.8 
: " P vartieinge far P sete | MeROEM, GER, cc csceveas 8,052,562 8,501, soe 2 3.4 —2. 229,¢ 203,602 —Iis 
lines of adve eapeny-2 tor that wee k, | Baltimore, Md. ........ 12.312.152 13,165,203 12,256,341 as ay 317,278 295,563 : ¢ 4 
compared with 15,526,384 lines dur- Birmingham, Ala. ..... 6,584,648 7,232,498 7,076,608 7 + 7.5 2.2 185,696 180,922 26 
ing 1937. ?Boston, Mass. ........ 11,269,577 L.ecaes0tiés Sw KO ree ores 226,907 196,761 - 13.3 
For 30 weeks of 1938, retail lin-| Bridgeport, Conn. ..... 5,262,516 5,674,096 5,066,240 —3.7 —10.7 171,556 161,448 5.9 
age in the reporting cities totaled | Buffalo, N. Y.......... 9,263,474 10,453,770 9,124,948 —15 —12.i 230,202 187,152 —18.7 
KOO KAD 90" oC ared wi 601.429 Comeen, Me Discs cess 2,291,302 2,294,756 2,101,352 “S.3 —8.4 67,445 55,614 —17¢ 
fnro gehagge » Caw Rg eae’ |Cedar Rapids, La...... 2,818,984 2,981,328 2,654,288 5.9 —10.9 77,028 __ 64,890  —15.7 
997 in 1937, and 545,713,551. Thus Ghattanooga, Tenn..... 3,889,193 3,695,506 3,450,970 ~—4.2 6.6 107,406 $2,764 —225 
1938 to date shows a loss of 12.9/ Chicago, Ill. .......... 17,098,474 19,008,812 18,073,856 5.7 -4.9 417,685 410,511 1.7 
| per cent as compared with 1937, and | Cincinnati, O. ......... 9,559,640 10,082,144 8,676,247 —9.3 =——23.9 235,098 201,996 —14] 
a ae Mawats o ne °° 7 ‘ 9 ae » '® ° 9#9o7 9 2947. 895 —__%?e 
4.1 per cent as compared with 1936. naar ng = pe whe awe 11,193,534 12,211,468 10,049,828 10.2 ‘4 aeaae aay “6.5 
> ‘ ‘ * L Saeeeths§ ¢£60000085 BBO@A0CEs O08 wage ‘ 243,35 200,8% —17.5 
Week-by-week variations from the wanna Ae NR ~— et — ——_—__—______ - - ~ >. te 
| omen ‘ 1 ai aan 4 ike tat SO sackeesaee 11,570,368 12,153,320 11,914,569 +2.9 -1.9 324,334 331,564 25 
1937 levels are shown in this tabu-| nayton, O. .........0- 7,648,498 8,945,198 7,255,384 —5.1 —18.9 238,546 165,732 —305 
| lation: 7 a | ee er 5,834,093 5,866,015 5,258,901 —9.§ ow i @,4 170,575 116,558 —31.7 
Jan 1 08 ge Se) See 3,649,988 3,725,412 3,650,516 teas —2.0 94,901 86,661 —8.7 
eee ce =p ee 12,147,581 12,876,044 9,938,827 18.2 22.8 312,424 237,511 —23.9 
TCE? -Ccihie starve se anes was 2.4 | ————<_$__—____— oe ha a <i | ek a 
= in Pe Sierisctoks  btgleeeds §§ e¥aeketue Pere mye 178,430 156,408 —124 
0 Ee ee ce cusses 4,040,822 5,215,098 5,073,092 +256  —2.7 159,074 132,986 —l64 
3 rrr ye Sree 5.1 | Evansville, Ind. ....... 7,464,450 7,229,293 7,173,412 —3.9 —.8 217,882 189,798 —129 
oe no ee 7.2|Fall River, Mass....... 1,988,805 2,049,032 1,826,766 —8.2 —11.3 56,102 56,993 +1.6 
Feb. 5 — 7.4| Flint, Mich, ........... 5,100,998 5,274,654 3,987,116 —21.8 24.4 159,838 129,654 —18.9 
Feb. 12 77 Fort Wayne, Ind....... 6,402,088 6,790,616 5,990,187 —§.4 —=11,8 155,988 ‘137,109 —12] 
en ere en a 3,483,823 4,289,684 3,244,483 —6.9 24.4 138,445 103,053 —25.6 
oe b 6.3) Grand Rapids, Mich.... 5,200,622 6,150,518 1,896 5.8 —20.4 133,420 119,854 —10.2 
PP. ~tiiktaerswieckat-aer 11.4 | Greenville, S. C........ 3,294,797 3,850,692 3,5 +8.3 —7.3 103,642 106,149 +2.4 
RS ee nn amit | ROUSION, TOR. «2.22550. 8,142,416 9,298,934 9,¢ 15.0 +-0.7 244,230 302,176 + 23.7 
EEE bbb sseececeseneses 16.6 | Indianapolis, Ind....... 9,903,092 10,668,201 mm *  —95  —16.0 267,932 ~ 249,508 —é69 
9 | Jacksonville, Fla....... 4,963,189 5,429,564 5, +3.2 —5.7 136,066 139,342 +2.4 
are tf ? ’ ’ 
re = sla ia tacia athe lech Pe re Jersey City, N. J....... 1,412,148 1,408,994 1,2 =afh.9 14.6 36,401 26,987 —25.9 
March 260 ..... cece eeeeeeves “| Kansas City, Kan...... 1,370,929 1,528,058 1, +17.6 +4.5 44,471 55,615 + 25. 
"a Serreereren err ery tee 0.9 | Knoxville, Tenn........ 1,505,290 5,754,910 5, + 3.8 —.7 152,404 152,390 
OOM. svckssaesis res cas os 5.3 | Little Rock, Ark mpm Ty, 5,446,336 5, —3.3 —53 142,506 163,852 +7. 
Beggars a ee a ee eee 14,565,937 13, -10.4 430,391 386,869 —10.1 
A 4123 ......... 157 Louisville, Ky. ........ Aree 9,128,389 8, ; —11.9 251,903 205,576 —18.4 
ApS aan Hone nnee one sn tenn se itonn, MASE, 6c ss0ss is 5,888,400 5,750,192 ,: 25.9 24,2 160,622 67,914 57.2 
April 30 2... cece cece ee eeee 10.8 | Manchester, N. H. 1,981,647 2,073,228 2, 5.5 + 0.8 73,854 64,580 —12.6 
Ch ee ee 12.5| Memphis, Tenn. ....... 6,292,990 6,855,872 6, +13 —71 «2£179,3854 £185,010 +32 
ee ai padae-cae aye abe Bes —14.8 | Milwaukee, Wis. ...... 8,297,425 10,020,283 8, +1.9 —15.6 217,562 218,970 + 0.6 
May 21 14.3 | Minneapolis, Minn...... 8,603,324 8,535,873 7, —11.7 —10.9 170,090 157,117 —7.6 
Mi a 98 ebehed Aebeebbh th: 147 Moline-Rock Island.... 4,821,342 5,258,222 5 + 4.4 —4.3 153,020 125,258 —18.2 
PEAY BO sesessesssscsosevees ‘! |New Bedford, Mass..... 1,910,034 1,967,084 ® -5.8 —8.6 62,300 46,802 —24.9 
> 2 - —_—— - _ . $$$ $$ $__$_$__$__— 
Ae 14.3 | New Haven, Conn...... 5,081,930 5,481,692 5, 19 5.5 145,950 143,122 a a 
PED soc ackb kena ewrd aa 14.9 |New Orleans, La....... 11,015,430 11,497,976 10, 5.2 —9.1 285,833 267,658 6.4 
OE een ee S22 1 7new Tork, HM. Yeicsssc 35,861,415 37,750,353 33, 7.5 —12.1 870,820 740,688 —14.9 
or . go als a, ae ere 3,913,269 3,934,683 2,876,065 —26.5 —26.9 76,433 66,998 —12.4 
PERO FD a cissveacssasesveee ae it a oo : , ’ 
a mY 4 6 UA, a 5,542,518 5,476,618 5,298,216 —4.4 —3.3 170,926 159,054 —.9 
RY es 1 , | Oakland, Cal, ........ 4,305,169 4,415,615 4,103,429 4.7 —7.1 121,736 126,001 +3.5 
[od a 4.4) Oklahoma City, Okla... 6.331.133 6,850,160 6,918,441 +9.3 + 1.0 208,152 264,696 +27.2 
LL a? Ue 13.0 | Peoria, Tl. ........05. 6,230,349 6,707,341 5,719,973 8.2 —14.7 163,922 127,089 —22.5 
A eee c 2 eee ees 123.9| Philadelphia, Pa. ..... 16,197,786 17,380,120 14,773,259 —S.8 —15.0 421,609 363,691 —13.7 
TI yi tabl ‘ ; Phoenix, Ariz. ........ 4,270,084 4,184,264 4,439,818 + 3.9 + 6.1 154,154 132,608 13.9 
, 7 a ‘ y a ‘c , , Vv a8 . - = — — = _ = = ————— ton 
co ee a oe oe en, ve 12,933,004 14,557,886 11,561,116 10.6 —20.6 349,706 275,646 —21.2 
dividual linage figures for each City | portland, Ore. .. 6,646,710 7,132,626 6,569,824 Ls —2.9 220,304 183,358 —16.8 
measured by this Index. *?Providence, Rk. I 7,750,836 5,087,693 6,575,075 15.2 —18.7 209,362 155,007 —25.9 
aS a 5,264 6,168,658 5,391,417 + 2.2 12.6 174,916 137,452 —21.4 
Richmond, Va 546 7,468,818 6,823,754 —7.3 —=§.6 211,162 185,500  —12.2 
. . e + = z _ 
Furniture to Winsett §Rochester, N. Y.. 5,165 10,459,840 8,058,826 —22.0 —22.9 218,263 156,389 28.3 
- , er ps aes ie ialip = Sacramento, Cal. .... 327 1,981,837 4,483,119 -9.9 —10.0 135,996 138,264 +1.7 
\ " manga ny tage — at San Antonio, Tex...... 93,279 3,819,759 2,533,038 —6.9 —2.5 107,254 102,407 —4.5 
as, 1ex., has been appo ntec to han-| gan Diego, Cal........ 7.858.620 8.188.720 7.041.826 at Ae 265,958 218,970 —17.7 
dle the account of Olive & Myers.) san Francisco, Cal..... 8,843,931 4,024,870 8,725,226 14 = —3.3 215,888 225,620 +9.1 
Dallas, manufacturer of furniture. | Seattic, Wash. ........ 5,772,014 5,894,776 5,233,085 $3 —11.2 193,690 177,296 —8.5 
Marvin D, Winsett is account execu-| south Bend, Ind... 1,953,078 5,455,636 $014,575 —18.9 26.4 131,151 95,445 —27.2 
tive. Spokane, Wash. ...... 4,090,020 4,464,488 4,119,724 + 0.7 —i7.7 127,596 116,662 —8.6 
: St. Louis, Mo... sees 10,358,650 11,135,190 10,120,230 2.3 —%,1 302,750 275,740 —41.9 
St. Paul, Minn......... 7,394,941 6,938,958 6,570,478 11.2 —5.3 144,428 115,878 —19.8 
Syracuse, 2 rr .. 6,602.175 6,776,730 5,926,723 —10.2 —12.6 151,340 142,338 —5.9 
Tacoma, Wash, ....... 3,522,319 3,663,383 3,362,940 —4.5 8.2 6,929 88,984 + 884.2 
ol ay 3,53 2,629,840 1,496,498 0.9 —$.7 90,818 90,706 0.13 
Motede. ©. ..ccicicicce 2. 7 8,011,213 6,583,623 —10.1 —17.8 216,510 153,024 —29.3 
Toronto, Ont., Can..... 11,459,132 11,497,744 10,049,131 —12.3 12.6 241,397 226,652 —6.1 
., rare 2,181,074 2,455,894 2,340,940 +- 7.3 —4,7 60,018 52,290 —12.9 
es SPE. aunceenens 5,772 5,592,322 5,171,226 10.4 7.5 168,308 145,628 —13.5 
Washington, D. C...... 21,239,807 21,569,974 19,236,784 —9%.4 10.8 534,712 507,458 —i.1 
Worcester, Mass. ...... 6,778, 6,992,009 6,505,916 4.0 —6.9 181,804 157,073 3.6 
Youngstown, O. ....... 5,568,339 5,213,715 4,243,251 —23.8 =——18.6 129,213 97,850 —24.3 
eee eee 545,713,551 601,429,997 523,572,396 —4.1 —12.9 15,826,384 13,789,158 —13.9 
‘Boston American and Advertiser combination discontinued April 25, 1938. American changed to tabloid. 
*New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1987. 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 
**Providence Tribune discontinued May 1, 1938 
**No Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike. 
: tg — ee | ; : in 
Fj D | visions a new drug intended solely and technical phases. Dr. Miller will 
irst e Cc r e e |for investigational use by experts | assume his new duties Aug. 1. 
|qualified for such work, under cer- While complete laboratory facili 
Issued Under ‘tain stipulated conditions. ties will be provided for Dr. Miller, 
| The regulations issued under Sec-|the Commission will also continue 
tion 702 (b) defines an official sam-| to enjoy the facilities of other gov 
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jernment agencies. 
| Leaves “Simplicity” 


| Harry Baldwin has resigned 4§ 


salesman in the Chicago office of 
Simplicity’s Prevue Magazine. 
| — 
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ADVERTISING AGE 


August 1, 1938 


NEW AIR SHOW 
FOR WHEATIES 


New York, July 27.—General Mills | 
Int Minneapolis, through Blackett- | 
San ple-Hummert, Inc., Chicago, will | 
sponsor a 15 minute program on the 
BC Red network at 5:30 p. m., five | 
times weekly, for Wheaties. 


| 
| 
Half Hour for Pepsodent 
pepsodent Company, Chicago, has | 
contracted for a half-hour program 
from 10 to 10:30 p. m. EST on Tues- | 
day. over the NBC Red network, to | 
originate in Hollywood. Lord & 
Thomas, Chicago, is the agency. 
New Energine Program 
Gummer Products Company, Bed- 
ford, O., maker of Energine, will | 
replace its “Radio Newsreel” with 
4 new series of radio dramas en- 
titled “Spy Secrets,” on Sunday, 
July 31. The show will be heard 
Sunday from 5:30 to 6 p. m. EDST, 
over 23 stations of the NBC Red 
network. Stack-Goble Advertising 
Agency, Chicago, is handling the ac- 
count. 


Resumes Midday Feature 
General Foods Corporation, New 
York, will resume for LaFrance and 
Satina, the “Mary Margaret Mc- 
Bride’ series over CBS Aug. 1. 
Program will be heard Monday, 
Wednesday and Friday, 12 to 12:15 
p. m 
Bayer Renews for Year 
“Second Husband,” dramatic half- 
hour for Bayer Aspirin, the Bayer 
Company, New York, has been ex- 
tended for another year, starting | 
Aug. 2 over a lineup of 31 stations | 
over CBS network. The serial is | 
heard every Tuesday at 7:30 p. m. 
Blackett-Sample-Hummert, Inc., Chi- | 
ago, is the agency. 


RCA Sponsors Ring Battle 
RCA Victor Division of RCA Manu- | 
facturing Company, Inc., New York, | 
will sponsor the lightweight cham- 
pionship fight between Lou Ambers | 
and Henry Armstrong, Aug. 10) 
at the Polo Grounds, New York, to} 
be heard over the NBC Blue network 
at 10 p. m. EDST. 


Wheatena to Start in Sept. 
Wheatena Corporation, Rahway, 
\. J.. has signed for two quarter- 
hour periods a week, starting Sept. 
} over 18 stations of the MBS net- 
work. 
P & G Takes Da;‘time Period 


Procter & Gamble, Cincinnati, has 
contracted for a 15 minute period 
from 4:30 to 4:45 p. m. EST, Mon- 
day through Friday on an NBC Red 
network of 26 stations, beginning 
Sept. 5 to promote Ivory Soap. 
Compton Advertising, Inc., New York, 
8 the agency. 

Fourth Year for Ford 

On Sept. 11, Ford Motor Company, 
Dearborn, will resume the “Ford Sun- 
lay Evening Hour” for the fourth 
Nsecutive year on CBS. The pro- 
‘ram will be heard over 87 coast-to- 
vast stations from 9 to 10 p. m.| 
\.W. Ayer & Son, Inc., Philadelphia, | 
‘handling the account. 

DL & W Sticks to “Shadow” 

Delaware, Lackawanna & Western 

4! Company, New York, for Blue | 

‘al, has renewed broadcast of “The | 
“adow” over a MBS network of 15 
“ations beginning Sept. 25. The 

ram will be heard weekly at 4:30 | 

> p.m. with a repeat broadcast at 

‘to 6 p. m. Ruthrauff & Ryan, 

New York, handles the account. 


Goodyear Farm Series 
‘eodyear Tire & Rubber Company, 
Akron, will start a new series | 
* 47 stations of the NBC Blue net- | 
ork Sept. 26. The program entitled | 
‘“odyear Farm Service” will be) 
=e Monday through Friday at 
to 1:30 p. m., the last quarter 


Nish Rubber Gmant 
. Asset to the Graphic Arts 
tofessions-Nationally Used 

3 Grades - Light-Medium and 

5 Pepsin $2? Per Gal Post Paid 
VOBSER CEMENT € 
we 9 MALSTED Sf 


WOODBURY 'LOCALIZES' ADVERTISING IN JAPAN 
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John H. Woodbury, Inc., Cincinnati, is using Japanese models in its advertising to residents of Hawaii, specializing its 
appeal, for the first time since it began use of Oriental newspapers in 1931. 


of the NBC “National Farm & Home 29, at 8 p. m. Tuesday. Young & CBS stations. “Camel Caravan” has 

Hour.” Arthur Kudner, Inec., New) Rubicam, Inc., New York, is the also been renewed as of Sept. 27. 

York, handles the account. agency. This program will be heard Tuesday 
’ : . at 9:30 p. . over > same stati 

Kate Smith for Baking Powder Came! Gets Eddie Cantor Pp. m. over the same station 


% : ; . ‘ ace Sr es lineup. William Esty & Co., Inc., 
yeneral Foods Corporation, New| Starting Oct. 3, Eddie Cantor will New York, handles the account. 
York, has renewed its contract over | reappear on the R. J. Reynolds To- 


CBS for Calumet and Swansdown. | bacco Company, Winston-Salem, N.C. 


Bristol-Myers Renews 
Kate Smith returns to the program | series for Camel cigarettes, to be Bristol-Myers Company, New York 
via 76 coast-to-coast stations on Sept. 7 


|} heard Monday at 7:30 p. m. over 87|sponsor of “For Men Only,” which 
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That's just one of the talks to be delivered 
anonymously by a masked speaker that will 
set every man thinking at the Annual Con- 
ference of National Industrial Advertisers 
Association in Cleveland, September 21-23. 
A second masked speaker will tell what he 
would do if he were a publication repre- 
sentative. 


We're not going to tell you much here—just 
highlight the program enough to make your 
mouth water and your brain tingle. 

T. M. Girdler, Chairman, Republic Steel Corp- 
oration, is scheduled for the opening address 
and when "T. M.” talks he says something. 


J. H. McGraw, Jr. will talk on “What I Would 


to Use an Industrial Agency.” 


the Small Advertiser” 


many others. 


Cleveland, Ohio. 


1 were al 
— MANAGERS 


has been heard over the NBC Red 
network from 9:30 to 10 p. m. Wed- 
nesday, will return the program to 
Tuesday from 8:30 to 9 p. m., for an 
additional year beginning Oct. 4 over 
43 stations. Pedlar & Ryan, Inc., 
New York, is the agency. 


Bakers Plan New Program 


Continental Baking Company, Inc., 
New York, will start a new half-hour 
show over 44 CBS stations, Oct. 
14 at 7:30 p. m. with a rebroadcast 
at 12:30 a. m. The program, for 
Hostess Cake and Wonder Bread, 
will originate from KNX, Los An- 
geles, through Benton & Bowles, Inc., 
New York, agency. 

Will Split 15-Minute Show 

Cal-Aspirin Corporation, Wheeling, 
and Charles H. Phillips Chemical 
Company for Haley’s M-O, New York, 
will divide a 15 minute program 
starting Sept. 26 over NBC. Black- 
ett-Sample-Hummert, Inc., New York, 


is the agency. 
| 


United Stockholders 
Fly for Half Fare 


United Air Lines, Chicago, is of- 
fering stockholders half-rate trans- 
portation for 17 days. 

W. A. Patterson, president, said 
the plan was adopted to induce share- 
holders to familiarize themselves 


> with all details of the company’s 
| service, 


se 


’ 


Sales and Advertising” and "How and Why 


Another session will deal with ‘Problems of 


, "Production Prob- 
lems”, “Public Relations”’—and there are 


If I were an Advertising Manager, I certainly 
would start now to make plans to attend the 
16th N. I. A. A. Conference even if I had to 
hitch-hike to Cleveland. And I would send in 
my advance registration now to—Ed. Bossart, 
Bailey Meter Company, Ivanhoe Road, 


Do Now If I Were An Industrial Advertising 
Manager.” 


The new Publisher's Statement will receive 
full discussion. 


Clinic sessions, so popular last year, will 
again cover a wide range of interesting sub- 
jects. Two half-day sessions instead of one. 
A general conference session will cover such 
subjects as “Preparing the Plan”, “How to 
Gather Usable Material”, “Copy Technique”, 
“How to Sell Management”, “Co-ordinating 


IF I EMPLOYED AN ADVERTISING 
MANAGER-—I would make certain that he at- 
tended this Conference, because changing times 
and markets demand a changed viewpoint—a 
new viewpoint that can be obtained only by 
hearing discussions by men whose experience 
is up-to-the-minute—right up to September 21st. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET CHICAGO, 


ILLINOIS 
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Nashville a better 
Than Average City! 


C.. SIDER the following facts and figures about the per capita retail expendi- 


ture in Tennessee’s four largest markets carefully. They show without adornment, 


how decisively Nashville leads in buying intensity in every one of the major retail 
classifications—prove that qualitatively as well as quantitatively, Nashville offers you 


a decisively better than average sales opportunity. 


A ee Sc NR NN 
FOOD Per Capita Expenditure AUTOMOTIVE Per Capita Expenditure ” FURNITURE Per Capita Expenditure RESTAURANTS Per Capita Expenditure 
Nashville $108.00 Nashville ... _— , $ 74.00 eerste Ferre ..$ 27.00 a eee $ 37.00 

Si y Chattanooga . 92.00 Knoxville .. . 64.00 DEE Sepassascsscaseect . 23.00 Chattanooga ............ sees Me 

— Knoxville . 82.00 Chattanooga . 60.00 Chattanooga ........... 20.00 Err ere eee 

Memphis .. 80.09 Memphis .. . $7.00 PEE hns.éacctaareseoss , Se CD ces eucandaasdasdvecacsase Se 
WEARING APPAREL Per Capita Expenditure FILLING STATIONS Per Capita Expenditure DRUGS Per Capita Expenditure MISC. RETAIL Per Capita Expenditure 
Nashville ' $ 55.00 Nashville $ 26.00 Nashville $ 19.00 OO ee 
Chattanooga 33.00 Chattanooga , . 20.00 DID nck cicukssin ... 18.00 Chattanooga .......... oer 
Memphis 32.00 Memphis 19.00 OT eer re ee 17.00 Knoxville cad atl’ iar arn ac1/ ae 
Knoxville 21.00 Knoxville 19.00 Chattanooga ............ oer 15.00 Memphis ; TRTORE CORT CT eC 

— ne ne RS SRR I em em 


‘These figures mean plenty of business for you in Nashville. Sell this better than average city, and the 


second largest retail trade zone of any comparable sized city in America, by using the complete twenty- 


four hour coverage of ... 


mm = THE NASHVILLETENNESSEAN Nashville Ses Banner 


BD Merning Sanday Goons 


THE ONLY MEASURABLE MEANS OF [] REACHING THE NASHVILLE MARKET 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


MIXING BUSINESS WITH PLEASURE 


DPS WORLD'S CHAMPION SOFTBALL TEAM 
eater ona 


In appealing to sports fans, Briggs Mfg. Company, sponsor of soft ball champs, 
very neatly dovetails its product story in with scorecard. (Story on page !!.) 


FROM GRANDMA'S GIRDLE TO JITTERBUGS 
> Hl 4 


NAMED AD MANAGER FOR MONDAY FREEDOM 


thee she 


MADAM, LET US PROVE WE CAN DO YOL 


WASHING FOR LESS THAN YOU Gi 


t- 


How New England Telephone & Tele- 

graph Company is asking for business in 

a Boston newspaper campaign through 
Doremus & Co. 


Dramatizing the development of men's underwear from way back down to 1938, 

Cooper’ s, Inc., Kenosha, Wis., is sponsoring a new sound slide film, “Streamlined 

Men. The female of the species is brought into the story, too, and not without 
humor. The production was handled by Wilding Pictures. 


LARGEST TOASTMASTER DRIVE IN 17 MAGAZINES 


COMING-OUT PARTY 


Robert M. Feemster, newly appointed 

advertising manager of the Wall Street Opening shot in the laundry industry's 
Journal. He has been with the paper attempt to woo housewives away from 
for five years, previous to which he con- Monday drudgery. Cleveland was chosen 
ducted his own agency in the Midwest. as the campaign testing ground. 


HORMEL EXECUTIVES IN NATION-WIDE CHAT 


W. D. Todd (left) and Park Dougherty, sales manager and manager, respectively, 
of the Flavor-Sealed Division, Horme! Company, Austin, Minn., talk to other 
Hormel executives over a 20-city telephone circuit. 


CHARLIE McCARTHY ADORNS MAJESTIC RADIO 


Re Kk) D with orchids ts the beauty of the year — rer) day tor breakfast! Just put two slices in the JUST LIKE HOME — Mot good restaurants and hotels 
De Luxe Toastmastet Hospitality Set, the toaster, press the lever, and the toaster does the rest corte deluions toast made on Toastmaster Toasters 
nost useful ching ever created to make — The Flexible Timer runs fast when the toaster is cold, — «7 QASTMASTER™ is’a registered trademark of 


the alk of the town. You set it before faster when it's hor. When the roast is done preciie/y McGRAW ELECTRIC COMPANY, Toastmaster Prod- 
ucts Division, Elgin, Miinois. European Sales Othce: 
Frank V. Magrini, Led., Phoenix House, 19-23 Oxford 
Streer, London, W. |, England 


( butter suppers, bridges. teas, or cocktail! 
®. Ao. graciously it invites them to partake of 
ngs to cat 
nugly on the nchiy grained mahogany 
y ate four individual lap trays berter 

ait of hands!), three appetizer dishes 
Duncan crystal, a toast-crmmer, and- 


/ 


ns throne—the newly designed and 


stmaster® toaster, the tamous automatuc 


ichcious toast i makes—for parties, of 


NNASTMASTER Hays a 


& rat ovr 


Cetpite the 
. Mently +h 


this fall is shown here. 


as you like it, up it pops and off goes the current, 
automatically. No watching, no rurning, no burning 
bread or hngers! 

What would yew like for your birthday, anniver- 
sary, or Chriscmas? Perhaps a hint in the night direction 
nou will work wonders when the big day comes 


TOASTMASTER PRODUCTS: 2-slece antomain pop-up type 
eastter. $16.00; 1 -slece, $10.90; Hepitality Ses, $19.95, $23.95 
olding stand, $5.95. Teat ‘« jam Set. $1 5; Junior won 
autemath type toaster, $7 50: axtomatn waffle-haker, $12.5 


lily Sel 


high price of its products, Toastmaster Products Division of McGraw Electric Company hes pushed ahead con- 
‘Ss year to new highs both in sales and advertising expenditures. 


One of the luxurious full-color layouts to appear 


Complete details of the company's operations eppeer on page 4. 


Calta e 


An effigy of the popular radio personality is an integral part of the new set being 

introduced by Majestic Radio & Television Corporation, Chicago. The new 

Majestic was designed by Barnes & Reinecke especially to fit the eloquent dummy. 
The model will be featured in newspaper advertising this fall. 
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BEST-SELLING SOAP FLAKE 
IN NEW YORK? 


The New York Times can tell you 


If the product you sell is a staple 
appealing to a broad market the an- 
swer to this question is important to 
you. Because the families that provide 


the most active and profitable market 
for soap flakes should provide the most 


profitable volume market for your 
product, too. 


A survey of New York City sales of 
advertised brands of soap flakes, just 
made by The New York Times market 
research department, using methods 
and procedures checked and approved 
by Dr. George Gallup, noted research 
authority, shows that: 


“AVAILABLE TO EXECUTIVES UPON REQUEST 


* 10,000 above-average-income fam- 
ilies, served by 70 stores, buy 10,968 
packages a week—the typical store 
selling 157. 


* 21,000 average-income families, 
served by 160 stores, buy 12,604 


packages a week—the typical store 
selling 79. 


* 25,000 below-average-income fam- 
ilies, served by 270 stores, buy 8,110 
packages a week—the typical store 
selling 30. 


Surveys of the sale of other adver- 
tised staples’ show a similar buying 
pattern, all leading to this conclusion: 
New York above-average families are 
the most profitable major volume mar- 
ket an advertiser can sell. 

Putting this next to the fact that 
The New York Times reaches more 
above-average families than any other 
newspaper shows you the road to the 
most profitable volume sales in New 


York for whatever you sell. Start now! 


The New Pork Cimes 


“‘ALL THE NEWS THAT’S FIT TO PRINT’’ 
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